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i ‘Paramount On Parade’ World Premiere On April 19! 
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FOR ACTORS 


riety Artists, 


RELIEF MOVE 


Publix and Paramount will 
_ assume a major role in the an- 
- nual drive of the National Va- 
for funds with 


_ which to carry on charity and 
_ relief work in show business 


during the coming year. 


The annual NVA appeal for 


funds, which will be made t 


tre in America, Canada’ an 
Mexico, starts April 27. 


' a committee composed o 


the public through every thea- 


oO 


d 


_ Paramount has given its sup- 
port through the medium of 
_ Publix, and Publix, headed by 


f 


' Messrs. Katz, Dembow, Chat- 


_ kin, Botsford, Saal, and A. J. 


Balaban, ‘will immediately set 


- in motion the machinery that 
_ is expected to produce a huge 


portion of the needed revenue. 
_ he National Variety Artists 
Association is the only organi- 
zation in show business that 
maintains institutions for the 


relief of the needy in show busi- 


ness. Besides hospitals 


(Continued on Page Two) 


+ PARAMOUNT 
SENSATION! 


“The Light Of Western 
Stars,’’ Paramount’s second 
talking Western film, is 
creating a terrific sensation 
at the Publix Kirby Theatre; 
Houston, Texas, where it 
opened to a box office flurry 
seldom previously expe- 
rienced. Better and’ bigger 
than ‘‘The Virginian’? from 
every possible angle, is the 
concensus of opinion of all 
Paramount and Publix of- 
ficials. 

The story, one of . Zane 
; Grey’s best, is the second 
starring vehicle for Richard 
Arlen. Other members of 
the cast include Mary Brian, 
: Fred Kohler, Harry Green 
s and Regis Toomey. 
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and 
tuberculosis institutions, and its 


_ 18*-B-#O+-@-+0:-O-+ O° O-+O:-O-+ 8: SO D+O'- OO" S O'S +O" DO: oS 


© OOOO -O1 0-0-1 0-0-1 B+- S100 O+- OOO O-O-1Os-O1O1-O10:-O9+-@ -O10:-O10:-910:-O10"-4 


10-26 s-@-+O°-O+B+-O-+O-S-+O--S-+G-S+O+ -SO:-S+O°-S+Gs-SG: | 


Ga aa ce Quarter “EVERY-WEEK-A-PROFIT” Club!! 


Twelve Hundred Theatre-memberships Wanted!! Your Weekly Box Office Statement In April, May | 
You'll Have to Start Working at it Today!! _ 3 i 


Will Your Theatre Be In It?? 
and June Is Your Membership Card!! 


N.V. A. DRIVE APPEAL! 
PUBLIX LEADS PROGRESS OF FIRST TERM 


IS BIG IMPETUS TO SECOND 
QUARTER PRIZE CAMPAIGN 


Summing up the results of the first quarter, which has just 


completed its twelfth and final week, Mr. 


Sam Dembow, Jr., 


Executive Vice President of Publix, expressed his extreme 
gratification with the excellent gains made and urged that the 
momentum of the closing and successful term be used in ac- 
celerating the start of the Second Quarter. 


NO PRICES 
TO BE CUT 
IN PUBLIX 


Anticipating a danger which 
if allowed to continue, would 
undermine the foundation of 
Publix prestige, and show busi- 
ness generally, David J. Chat- 
kin, General Director of Thea- 
tre Management, issued a 
warning to everyone in Publix 
to refrain from participating in 
or advertising any cut-price 
policy. Particular stress was 
laid upon the “two tickets for 
one’ idea or any variation of it. 

“The prestige of Publix,” 
declared Mr. Chatkin, “has 

been built upon firmly im- 

planting in the public mind 

the idea that a Publix thea- 
tre furnishes the ultimate in 
entertainment at the mini- 


mum in price. Any tendency) 


to cheapen the price of ad- 
mission, whether it be by of- 
fering two tickets for one, 
the indiscriminate advertis- 
ing of free passes, or any 
other activity of a similar 
nature must inevitably de- 
tract from that prestige, 
which has been carefully 
built up at the expense of 
much brain-effort, energy, 
capitol and time.” 

Mr. Chatkin pointed out that 


“The first quarter has wound 
up in a blaze of glory,’ de- 
clared Mr. Dembow. “The rea- 
sonable expectations of profits 
returned in this quarter have 
been more than exceeded, gen- 
erally, by the theatres in the 
circuit. There could be no 
greater testimonial to the ef- 
ficiency of Publix man power 
as a whole than this wonder- 
ful showing. | 

“All healthful and solid growth 
is a steady succession of progress, 
each stage being more pronounced 


than the one immediately preced- 
ing it. It is for this reason that 


(Continued on Page Two) 
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“OVER THE TOP, EVERY WEEK"! IS 
 WAR-CRY IN PRIZE PROFIT PUSH 


2ND QUARTER CAMPAIGN TO 


SET NEW CIRCUIT RECORD 


Over the top! 


Every week! 


For twelve straight weeks of 


profit making and record breaking! 
That’s the war-cry of the Second Quarter Profit Push that 


starts Sunday, March 30th. 


A three month period of continuous profits—of greater profits 
than Publix has ever known, is the aim of the staff of every Pub- 
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JOLSON HITS 
AGAIN! 


} 
! 
¢ 
; 
Broadway is agog with ; 
the sizzling, smash hit of 
“Mammy,’’ Al Jolson’s new 4 
coin-getting vehicle which ¢ 
opened at the Warner } 
Brothers Theatre, New York 4 
Wednesday evening, March ; 
26th. Pf 
Jolson is supported by a ¢ 
tremendous cast which in- ; 
cludes Lois Moran, Lowell « 
Sherman, Louise Dresser, ¢ 
Hobart _ Bosworth, and ; 
others. The minstrel story, { 
originally written for him by ; 
Irving Berlin, contains five ¢ 
new songs just made to or- : 
der for the black-faced com- 4 
edian. A flash minstrel pa- ¢ 
rade on Broadway ushered } 
in this latest box-office sen- 4 
sation. ; 
@e 
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‘PARAMOUNT ON PARADE’ 
TO OPEN ON N.Y. RIALTO’S 
15TH BIRTHDAY, APRIL 19 


‘Paramount Om Parade,’ 


the latest box-office record 


wrecker now being polished up in the Paramount West Coast 
Studio, will have its world premiere at the Rialto Theatre, New 
York, on April 19th. The debut of this picture, which seasoned 
connoisseurs of show business predict will revolutionize the 


this Ga not apply to the regu- 
larly advertised bargain mat- 
inees or any other established 
standard price scales of theatres 
which are based on logical and 
perfectly comprehensible peri- 
ods of maximum and minimum 


fills. 


No one has the right or au- 
thority to “cut” prices without 
a special, written order from 
Mr. Chatkin. 


[production of 


this particular 
type of film, is a gala event for 
any theatre, and has, therefore, 
been fittingly chosen to eels: 
brate the fifteenth birthday of 
the famous Broadway “House 
of Hits.” 

The-picture will be generally re- 
leased in 40 Publix key cities on 
April 26th, playing approximately 
day and date in all theatres. 
These towns will get special assist- 
ance from Paramount in advertis- 
ing and exploiting the picture 


(Continued on Page Two) 


lix theatre. That purpose is be- 
ing eagerly backed by every one 


in Publix, and in the industry 


generally. 


Generous slices of the $30,000. 


in cash prizes, offer some incen- 
tive, of course. The real prize 
however, is earning the individu- 
al right to showmanly pride. 

“Everything that the Home 

Office has been able to do in 

the way of providing cam- 

paign aids, ideas, suggestions 
and actual materials, has been 
done,” declared Executive 

Vice President Sam Dem- 

bow, Jr. 

has been prepared and dis- 
tributed for the occasion. The 
various departments. of the 

Home Office have arranged 

their facilities so that you 

might benefit to the utmost 

from them. The final im- 

petus was given by the Chi- 
_ cago Convention. Everything 

that could be done, has been 
done. It is now up to you.” 

In accordance with the an- 
nouncement of David J. Chat- 
kin, General Director of Thea- 
tre Management, at the Con- 
vention, the status of the vari- 
ous contestants for the $30,000 
prize money will be carried in 
Publix Opinion from time to 
time, whenever the correct sta- 
tistics are available. 

At this time, it might be well 
to poirit out again that the re- 
wards of this contest lie not so 
much in the actual cash won, 
but in the fact that the record 
of each division, district, city 
and theatre will be constantly 
under the close scrutiny of 


Home Office executives. 

“This is the moment before the 
start of the race,’ says A. M. Bots- 
ford ‘‘The various entries are lined 
up at the starting-post and the gun 


is about to go. Just what the result - 


will be, no man can say. The prize 
awards, apportioned roughly on a 
(Continued on Page Two) 


“A special manual - 


SOUND VOLUME CONTROL IN THEATRES. 
upuix ; CIRCUIT IS SET 
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KEEN OBSERVER IM IMPORTANT PUBLIX LE! LEADS); susre 


TO MAINTAIN 


PROPER LEVEL 


by DR. N. M. LA PORTE 


Director, Department of Scientific Research, Sound and Projection 
In sound picture projection it is of the utmost importance to 


maintain the proper sound level 


in the auditorium. By far the 


greatest criticism made of sound pictures is that directed against 
the excessive volume too commonly found in theatres to-day. While 
this condition exists we must admit that there is some justification in 
the use of such derogatory terms as ‘‘Squawkies’’ and such descriptive 


words as bellowing, harsh, blasting and shrieking. 


In reproducing 


synchronized sound and scene we are primarily concerned with 
realism, and realism has hardly been attained if such terms apply. 


Extreme care must be used = 
the selection of the observer who| 


is to control the sound level in the! 


auditorium by signaling changes 
in volume to the projectionists. 
The first requisite for such an ob- 
server is good hearing, Good hear- 
ing for this job, however, means 
more than is commonly jaccepted 
as satisfactory hearing for ordi- 
nary purposes. The observer 
should be able to hear all the fre- 
quencies that the system will re- 
produce. 
Audiometer Test 

To determine whether he can, 
it may be advisable for him to 
make a trip to the nearest Divi- 
sion Office of the Electrical Re- 
search Products Incorporated and 
have his hearing checked by an 
Audiometer Test. There are other 
qualities to consider outside of 
hearing when selecting this obser- 
ver. The man should be a show- 
man, ear-minded rather than eye- 
minded, and should be apprecia- 
tive of music. If the observer is 
selected with these considerations 
in mind a great deal of the cause 
for criticism of sound pictures will 
be eliminated. 

It is helpful to think of the 
sound leaving the horns as a fixed 
amount of power that must ‘in 
some way be absorbed. This en- 
ergy must be finally dissipated by 
setting in motion the particles 
making up the contents of the au- 
ditorium including the _ drapes, 
walls, carpets, seats, audience and 
soon. This fixed amount of power 
is doubled every time the fader 
setting is increased one step. This 
means that twice as much energy 
must be absorbed and we may look 
on it as twice as much power 
pounding on the ear drums of the 
audience. Of course as the au- 
-dience increases, the absorptive 
power of the auditorium increases 
but before you step the fader up 
just pause and recollect that you 
are doubling your power for every 
step. 

Watch the Volume 

At some time in the not too dis- 
tant future we hope that all sound 
films will be recorded in such a 
manner that the need for volume 
control in the house will be greatly 
reduced. Production methods will 
be such that all the desired effects 


of loudness and softness will be|: 


recorded under studio direction 
and few changes will be necessary 
in the fader setting. 

A few points for the present, 
however, must be borne in mind 
by the observer. Use conversa- 
tional volume for ordinary conver- 
sational shots and greater volume 
for close-ups, shouting, screaming 
or desired loud effects. Orches- 
tras in general should be loud to 
more nearly similate actual condi- 
tions, while solos are for the same 
reasons generally reproduced soft- 
ly. These settings of the fader 
will of course be predetermined at 
the rehearsal. 

With the present almost uni- 
versal advent of sound equipment 
to theatres, superiority of show- 
manship is now evidenced by 
higher quality of sound in one 
house than in another. Note the 
quality of sound in your house and 


above all, keep it from being re-, 


produced so loudly that the na- 
turalness is destroyed. 


NEW MANAGER 


BE. M. Dowling has replaced 
Elmer Brill as manager of the 
Broadway Theatre, Newburgh, 
N. Y. Brill is no longer connected 
with the organization. 


‘PARAMOUNT ON 


PARADP SOLD 
AS ‘PARTY’ 


(Continued from Page One) 
from which all Publix theatres 
who will subsequently play the 
picture will derive immeasurable 
benefit. 

In spots where it is advisable to 
avoid the ‘revue’ or ‘‘Musical 
Comedy’’ angles in selling ‘‘Para- 
mount on Parade,’’ Russell Hol- 
man suggests that it be exploited 
as ‘‘a movie stars’ party.”’ 

Holman has prepared a _ nifty 
broadside from this angle, an at- 
tractive folder filled with intimate 
photographs and quotations of the 
various stars, each based on some 
sequence’ of the _ picture. The 
“party” idea is carried throughout 
the booklet and the copy stresses 
the intimacy and informality of 
the production. 

Paramount will get out a port- 
folio containing all the highlights 
of the picture with stills, advance 
proofs of the press sheets, ads and 
other aids for the thorough sell- 
ing of the new coin-getter. These 
will be particularly valuable be- 
cause the Home Office Advertising 
department will be unable to see 
the picture early enough to pre- 
pare the manuals in time for the 
April 26th showing. 

Tying-in directly with this sug- | 
gestion, Vernon (call me Bud) 
Gray, publicity director for the 
Rialto Theatre in New York, will 
exploit the picture as the feature 
of the Rialto’s birthday celebra- 
tion when it opens there on April 
19. 

The fifteenth anniversary of the 
Rialto falls on April 28. The oc- 
casion will be advertised as a huge 
birthday party, informal in char- 
acter, which all the Paramount 
stars will attend. In further cele- 
bration, the reseating of the thea- 
tre will be completed at this time, 
and annual renovation will be ac- 
complished before the opening. 

If the birthday anniversary of 
your theatre does not co-incide 
with the playdate of this picture, 
perhaps completion of alterations, 
or even the usual Spring renova- 
tion would supply a reason for the 
Big Celebration and the “party” 
with Paramount stars as ‘‘guests.”’ 

From all indications, ‘‘Para- 
mount On Parade” is going to be 
another one of those Paramount 
masterpieces which will rock the 
country, and the smart Publix 
showman would do well to start 
thinking now about how he is go- 
ing to get the most money from 
this most recent shocker. 


Victor Company Plugs : 
Two Big ‘Honey’ Songs 


The two hit songs in ‘‘Honey”’ 
certainly are being plugged by the 
Victor people, Here’s the para- 
graph noted in their advance deal- 
er list by Morris Press of the 
Paramount Department, lauding 
“Sing You Sinners” and ‘“‘In My 
Little Hope Chest;’” “‘The person 
who hears these fox trots and 
doesn’t go crazy over them is not 
in the market for dance music. 
It’s almost impossible to keep still 


while they are being played, they 
are so compellingly danceable.”’ 


RELIEF MOVE 
FOR ACTORS 


(Gontaned from) from Page One) 
clubhouse activities, it provides 
actual cash for those artists and 
showmen who are in desperate 
need. 

“The purposes of the NVA 
are well known to all in show 
business and it is our duty to 
support this appeal for funds in 
every possible manner,” . 
clared Vice-President Dembow, 
in announcing Publix - Para- 
mount participation. 

Publix showmen will co-operate 
with showmen of opposition thea- 
tres in raising the largest amount 
of cash possible, in each com- 
munity, for the NVA fund. This 
will be done in the form of spe- 
cial appeals to the public, as well 
as local benefit-shows, proceeds of 
which will go to the fund. 


Special letters of instruction to 
all theatre managers and publicity 
men are going forward this week 
from Mr. Chatkin and A. M. Bots- 
ford, outlining plans for the best 
possible results. The following is 
a statement issued today by Mr. 
Chatkin, on the NVA Drive. 


Mr. Chatkin’s Letter 

“No doubt you are familiar 
with the very fine philanthropic 
work done by the National 
Vaudeville Artists Association. 
Aside from maintaining fine 
club houses for actors in sev- 


eral cities in the country, a san-, 


itarium for tubercular unfortu- 
nates in Saranac and the in- 
dividual help extended to down 
and out actors, this organiza- 
tion has done much to encour- 
age a friendlier and more co- 
operative spirit between the ac- 
tor and his employer. This or- 
ganization has been maintained 
by funds collected in theatres 
during one week each year that 
has been designated N. V. A. 
Week. In the past these col- 
lections have been made chiefly 
in vaudeville and theatres play- 
‘ing live talent. Publix along 
with all other major circuits, 
has decided to participate in 
this work this year to the ex- 
tent of making collections in 
every theatre we operate. 


Act Makes Appeal 

“In vaudeville and presenta- 
tion theatres the appeal is us- 
ually made by an important act 
appearing on the bill. Other 
members of the cast make the 
actual collection. Supplement- 
ing these collections, in cities 
where more than one theatre 
plays live talent, a monster 
benefit performance at which 
the talent of all theatres ap- 
pears, is given. In many in- 
stances acts rotate from one 
theatre to the other, so that an 
act appearing in one theatre 
makes the appeal in the other 
theatre. This plan will be con- 
tinued in those cities where 
there are theatres playing live 
talent. 

“Wor theatres playing sound 
pictures only, a talking short 
subject in which one or more 
prominent actors will make the 
appeal, is being prepared. 
While this is being projected, 
house lights will be brought up 
and the collection will be made 
Co-operate With Opposition 


“It is important that you im- 
mediately organize each of your 


districts to participate in N. V.: 


A. Week. Being a strictly 
charitable proposition, you are 
to co-operate with opposition 
circuits and theatres to the lim- 
it to secure maximum contribu- 
tions. It is suggested that you 
immediately confer with the 
representatives of opposition 
theatres and circuits in your 
territory, so that you can make 


your plans jointly with them. 


The drive will occur during the 


de. : 


JUST PUBLIX 
SERVICE! 


Dear Mr. Serkowich, 


! 

Just to let you know that the t 
Publix Opinion is greatly ap- 
preciated and used. You printed 
the stunt about the cards wit 

4 the corresponding numbers. and 

¢ we used it very — successfully 
here, thanks to Publix Opinion. 

Springfield has a big Catholic 
population, but Lent doesn’t ; 
mean anything to us. Ash Wed- 
nesday was as good as Christmas 
Day and we just had the best 
Monday since Christmas week 
with one exception. : 

| 
icy 


Many thanks. 
Very truly yours, 


Edward Harrison, Mer. 
Broadway Theatre 
Springfield, Mass. 


ee 


FIRST QUARTER 
GIVES IMPETUS 
TO CAMPAIGN 


(Continued from Page One) 
the showing of the last quarter is 
Oo encouraging. For a distinct 
progress is shown in every phase 
of our operation which, quite nat- 
urally, has translated itself into 
a marked increase of box-office re- 
ceipts over the preceding quarter. 

“In order to continue this 
healthful growth, it is essential 
that the energies of everyone in 
Publix be concentrated upon suc- 
cessfully attaining the goal set in 
the coming Second Quarter Profit 
Campaign, The momentum gen- 
erated during the final stages of 
the past quarter should serve as 
an impetus to the start of the 
second quarter. All your machin- 
ery is working smoothly and ef- 
fectively. You have only to add 
a little more pressure and the 
desired effect will be obtained. 

“T feel certain that Publix thea- 
tres throughout the entire circuit 
will more than respond to the re- 
quirements of the situation and 
will, similarly, return for the Sec- 
ond Quarter a percentage of prof- 
its over quota even exceeding the 
reasonable expectations set as a 
mark to be attained in this 
period.”’ 

Mr. Dembow pointed out that in 
the few isolated instances where, 
because of special conditions, the 
first term quota was not attained, 
the deficiency should be more than 
made up in the intensive campaign 
for greater profits during ae Sec- 
ond Quarter. 


BRAINERD TRADE WEEK 


Front page stories and an edi- 
torial in the local paper greeted 
the suggestion of a “Spring Trade 
Week,” offered by George D. Irwin 
of the Paramount Theatre, Brai- 
nerd, Minn. ; 


week of April 27th. 

“Special material, 
decorations, 
ments, paper and window cards, 
is being prepared by the N. V. 
‘A. and will go forward along 
with detailed instructions as to 
accounting, ete., in due time. 
The publicity in a concentrated 
charity drive in which all thea- 
tres jointly participate, takes 
off the sting of making collec- 
tions in individual theatres 
and, if properly handled, may 
have the effect of increasing 
business during the week. 

Maximum Collections 

“While certain general plans 
will be suggested, there are no 
restrictions as to procedure, the 
important point being to devise 
ways and means of collecting 
the maximum amount of money 
from the public during this 
week to carry on this very 
worthy work. 


such: as 


screen announce— 


FOR BIGGEST 
PRIZE-DRIVE 


(Continued from Page One) 
basis of about one to every six 


theatres in the circuit, are, so to — 


speak, any man’s goal. The capi- 
tal sum of $30,000 is an allure 
never equalled in the history of 
contests set for any circuit of the- 
atres, 
lights the course of this contest. 
Profit beyond quota is the goal to 
which every theatre will strive. 


‘Profit is the sun which ~ 


“Tardy performers are already q 
suffering from a handicap; those ~ 
who are set ready to start at the — 


firing of the opening gun are out 


ahead of the field; the race is to q 


the clever and the long-winded. 
There are thirteen weeks over 
which computations will be made 


based on profits (net profits, not — 


P. F. L. share) and the awards 


will be made on this percentage of : 


profits over quota. 


“The three campaigns to the 1 


public are integral factors in the 
race. Celebration of the three 
periods contemplated, and laid out 
in detail in the manuals supplied 
to all theatres and all officers in 
the contest, will have direct bear- 
ing on the results. The race is to 
the astute. Hook your wagon to 
a star, is an old phrase, but in 
this contest the slogan is, ‘Hook 
your wagon to profits.’ There 
are only thirteen weeks to the 
Second Quarter and these weeks 
are soon over. 


“The fact that divisions are not 
in competition with each other, 
but that districts and theatres in 
each division are in competition 
one among the other, is a power- 
ful stimulant: never was compe- 
tition arranged on so propitious a 
basis. The impetus generated for 
the wind-up of the First Quarter 


carries us on to the start of the 


Second Quarter Prize Contest with 
the advantage of a flying start: 
let’s capitalize that advantage — 
we are off to a great start, to 
great business, and to great prof- 
its! The race is on!” 


Birthday of City 
Celebrated by 
Theatre 


John B. Goodwin, manager of 
the Aster, Minneapolis, observed 
the city’s 63rd birthday with a 
Minneapolis Birthday Week at the 
theatre. 


with the Minneapolis Journal 
made his theatre the chief cele- 
brant of the event. 

Activities 
Theatre-Minneapolis 


atre; materials 


a bakery. 


theatre was prominently featured 


in all publicity, and the increased — 
gross for the week demonstrated — 


the effectiveness of the idea. 


“It is therefore advisable for a 


you to consider each situation 
individually. Please 


- moment how this drive will be 


organized in your territory.” 
vv 


Goodwin had the idea — 
first, and by immediately tying-in 


lay out 
plans covering the theatres un- — 
der your supervision and ad- — 
vise me at the earliest possible — q 


o 


included an Aster — 
Journal ex- — 
hibit of historical relics at the the- — 
were obtained 
from the library and old citizens. — 
The first white child born in the 
city was presented with a cake — 
bearing 63 candles, promoted from — 
The week’s program 
featured a reel taken in Minneapo- — 
lis in 1906, dressed up with old- — 
fashioned slides requesting ladies — 
to remove their hats, ete., and ac- — 
companied by a piano record. The ~ 
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CONVENTION ENTHUSIASM 
SATURATES PUBLIX WITH 
FRESH ENERGY AND VIGOR 


Powerful results from the eect Chicago convention are filter- 
ing through the entire Publix organization. 

Post-convention divisional and district group meetings have 
spread in a most gratifying manner, all of the information and 
inspiration that originated in the Chicago session, saturating the 
operation of every theatre in the Publix circuit. 


No similar convention in the 
show business has ever had such 
widespread and far-reaching in- 
fluence. The mass of organiza- 
tional facts and policies, set forth 
at the Drake Hotel sessions by 
Home Office executives and de- 
partment heads, was carried 
away and made effective within 
ten days, by the divisional and 
district leaders to every point, a 
survey by Publix Opinion re- 
veals. 

Miniature Conventions 

As the first step in this break- 
ing-down process, divisional direc- 
tors called miniature conventions 
in their separate territories, where 
the information collected at Chi- 
cago was passed along. Those who 
attended the Chicago convention 
innoculated their associates back 
home with all of the renewed 
spirit and inspiration they had re- 
ceived. 

Not only the details of plans for 
the great Second Quarter Profit 
Drive, but scores of institutional 
and “policy’’ facts have been thus 
disseminated, fulfilling the de- 


' mand expressed in the message of 


Mr. Katz for a better general 
knowledge and familiarity with 
the organization, its personnel and 
its scheme of operation. 

In Milton H. Feld’s division, 
three of such post-convention ses- 
sions have been held. The regu- 
lar weekly meetings of the New 
York theatre managers, with Feld 
presiding, have served to acquaint 
those in the metropolitan area 
with the high lights of the three 
day conference in Chicago. 


Great Enthusiasm 

At Feld’s direction, C. C. Perry 
presided at a district meeting in 
Rochester, N. Y., called for a 
similar purpose, while Louis J. 
Finske held meetings in Denver 
and in Kansas City. Subsequent 
reports indicated tremendous en- 
thusiasm as well as immediate and 
definite benefits. 

A. L. Mayer presided at a lively 
conference in Omaha on March 17, 
attended by his district men and 
all theatre manager from Ne- 
braska and Iowa. He and the dis- 
trict leaders gave a complete re- 
port of the Drake hotel meetings 
and the text of the various Chi- 
cago speeches, as reported in Pub- 
lix Opinion, were taken up and 
discussed. As in other divisions, 
the men from the field were de- 
lighted by the wealth of informa- 
tion conveyed in this matter and 
evinced unbounded eagerness and 
zeal in planning to apply new 
principles to their operations. 

In the division of J. J.. Fitzgib- 
bons, spirited and inspirational 
group sessions were staged in 
Portland, Maine; Springfield, 
Mass., and Boston. Fortnightly 
conferences regularly are held at 
these points, but none have ever 
been as intensive and productive 
of results as these at which the 
Chicago convention material was 
available. 

Energies Freshened 

Division directors say that the 
Drake hotel convention was like 
a stone of information and en- 
couragement cast into the pond of 
Publix activity. Its ripples have 
spread steadily in all directions, 
inundating the entire personnel of 
the organization with fresh 
energy, stimulating it to keener 
effort and equipping it for a more 
intelligent and active administra- 
tion of individual duty. 

There is not a theatre in the 
circuit but has directly felt the in- 
fluence. In hundred of instances 
managers have devoted city and 
even theatre meetings to a con- 
sideration of these same matters. 
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A Sock 
Silence 
Trailer @ 


The Home ne Office Advertis- 
ing Department has arrang- 
ed with Max Fleischer, cre- 
ator of Paramount’s popular 
laugh cartoons, to prepare a 
special cartoon trailer in 
sound advocating silence. 
The cartoon represents a 
group of people in a theatre 
with a fellow gabbing in the 
row behind. One of the pa- 
trons in front puts a nickel 
in a slot, upon which a huge 
bladder comes out and socks 
the gabber on the head. 
The now appeased patron re- 
marks: ‘‘Now go on with the 
show.”’ 

This humorous and effec- 
tive trailer will be available 
to all theatres at a moderate 
price. Full information will 
be furnished upon its com- 
pletion. 


GINGER ROGERS, 
STAN SMITH 
ON RADIO 


Ginger Rogers, one of Broad- 
way’s favorite daughters and now 
a motion picture player, and Stan- 
ley Smith, screen leading man, 
head the list of entertainers on the 
Paramount Publix radio hour 
which is to be put on the air Sat- 
urday night, April 5, at 10 o’clock 
E.S.T. over the national network 
of the Columbia Broadcasting Sys- 
tem. 


Both of the talented young play- 
ers are working at the Paramount 
New York studio in important 
roles in the screen version of 
“Queen High” now being produced 
at Long Island. Their contribu- 
tion to the program, which will 
come from station WABC, New 
York, will be vocal solos and 
duets, presenting songs they sing 
in the motion picture, and other 
‘selections. 


The balance of the hour will 
consist of musical novelties and 
tuneful dance music, with such 
popular radio entertainers appear- 
ing as David Mendoza and the 
Paramount, orchestra; Paul Ash 
heading his noted stage show; 
Jesse Crawford, organist; Paul 
Small, tenor and Harriet Lee, 
soprano. 


SILENT STUNTS 
FOR LIVE LOBBY 


With a small lobby which does 
not permit audible attractions, 
Manager H. A. Booth of the 
Saenger, Texarkana, Texas, is 
faced with the problem of devis- 
ing live lobby stunts which will 
not interfere with the program in 
the auditorium. 


On “Street of Chance,’ he 
placed an atmospheric booth in 
the lobby three days in advance, 
with an attractive girl as at- 
tendant. Placards invited patrons 
to cut a deck of cards; those cut- 
ting the ace of hearts would be 
given guest tickets to the picture. 
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HOPE CHEST! 


A Hope Chest—and Nancy 
Carroll, star of Paramount's new 
musical comedy, “Honey,” And 
right here should be something 
ike “many a masculine chest is 
filled with the hope of seeing 
Nancy in this attire,” but just let 
it go—it may not be a good 
gag, anyway. The chest is a 
wee Cedar. Remember the tie- 


up! 


PHOTOS OF STARS 
AID MUSIC SALES 


“There’s money for your thea- 
tre in music sales if you want to 
go after it,’’ states Robert Weit- 
man, manager of the Brooklyn 
Paramount. 

Weitman’s music booth grossed 
nearly six hundred dollars last 
week, with a net profit of almost 
half the amount. He recommends 
as a method of boosting sales of 
this profitable by-product the plan 
of giving away stills of favorite 
stars or popular local personal- 


ities, with each purchase. 


Every effort is bent to make 
the Brooklyn music booth one of 
the liveliest spots in the theatre. 
On breaks, an accordionist and 
clarinetist who act as lobby en- 


jtertainers work near the booth in 
‘conjunction with a singing usher. 


A miniature marquee floods the 
music vender with light at all 
times. 


Ladies Club Breaks Into 
Verse to Thank Theatre 


The institutional value of good 
will resulting from co-operation 
with local bodies is brought out 
by the following letter sent to the 
Lineoln Theatre, Decatur, Il., by 
the Macon County Home Bureau. 


Dear Sirs: — 

Thank you very much for your 
loyal assistance in making the 
Macon County Home Bureau Car- 
nival on February 13 and 14 a 
success. 

Everyone enjoyed the Carnival 
and the financial returns were 
good. This was made possible by | 
the splendid co-operation of our 
Commercial friends. 


Our Home Bureau Carnival 
was a success 

And we owe a lot to you. 

We appreciate all you did to 
help, 

We thank you, we most heart- 
ily do, 

We are, oh, so very grateful 

Four hundred women strong; 

We'll surely boost a lot for 
you, 

Knowing that we can’t go 
wrong. 

It takes a lot of co-operation 

Yo put anything over the top. 

Without your able assistance 

Our fete would have been a 
‘flop.’ 


Advance Bookings Good 
for Newspaper Story 


Manager E. A. Booth of the 
Saenger, Texarkana, Texas, main- 
tains so constant and friendly a 
contact with local papers that 
when he receives his advance 
bookings it’s good for a column 
story. 

Emphasizing the fact that Tex- 
arkana receives pictures simulta- 
neously with the larger eastern 
cities, Booth planted a story on 
his March, April and May bookings 
in the form of an interview. 


POSITIONS CHANGED 


Managers of the Paramount and 
Orpheum Theatres, Ogden, Utah, 
have been switched, J. D. Marpole 
going from the Orpheum to the 
Paramount and R. C. Glasmann 
to the Orpheum. 


Music Sales Pressure 
For Paramount’s ‘Honey’ 


Morris Press of the Music Sales 
department clipped the following 
quotation from the advance list 
and order blank sent to all deal- 
ers by the Domino Record Com- 
pany: 

“Sing You Sinners and My Lit- 
tle Hope Chest, two of the biggest 
songs from the Paramount super- 
musical production HONEY, fea- 
turing Nancy Carroll, Lillian, Roth 
and Skeets Gallagher. Sing You 
Sinners as done in the picture will 
prove to be the sensation of the 
year. This number is getting the 
greatest plugging of any song in 
any picture released so far. Get 
on the band wagon and go over 
the top with this big hit.’’ 


Closed theatres include the 
Rivoli in San Antonio, Texas, and 
the Grand in Marshall, Texas. 
The latter was destroyed by fire 
on March 9. 


NEBRASKA, 10WA 


ASSIGNMENTS 
ANNOUNCED 


Territories of the men promoted 
to Division and District Manager- 
ships in Arthur L. Mayer’s divi- 
sion have been announced by D. J. 
Chatkin, General Director of Thea- 
tre Management. 

E. R. Cummings will function 
as Division Manager for Nebraska, 
in charge of three districts. Un- 
der him, Charles M. Pincus, form- 
erly Omaha City Manager, will act 
as District Manager for Omaha 
and Council Bluffs. Lea Rich- 
mond continues as District Man- 
ager over Beatrice, Grand Island, 
Hastings, Fairbury, Kearney and 
North Platte. Appointment of a 
District Manager for a new dis- 
trict, embracing Fremont, Norfolk 
and Columbus, Nebraska, and 
Sioux City and Missouri Valley, 
Iowa, is forthcoming from Mr. 
Chatkin. 

Nate Frudenfeld, as Division 
Manager for Iowa, will also super- 
vise three districts. Jack Roth, 
formerly manager of the Para- 


mount, Des Moines, is District 
Manager for Des Moines and 
Newton. District Manager H. D. 


Grove, formerly Rock Island City 
Manager, is in charge of opera- 
tions in Rock Island and Moline, 
Ill., and Davenport, Iowa. A. G. 
Stolte was advanced from the 
managership of the Paramount, 
Waterloo, to the post of District 
Manager for Cedar Rapids, Water- 
loo and Marshalltown. 


Electric Expert 
Gives Tips on 
Economy 


The importance of using lamps 
of the proper voltage was impress- 
ed upon Managers Training School 
students attending the Edison 
Lighting Institute last week, by A. 
D. Bell, General Electric lighting 
engineer. 

Mr. Bell pointed out the fact 
that altho a power company might 
deliver 110, 115 or 120 volts to 
the theatre, inability of the thea- 
tre’s wiring circuit to carry the 
loads to which it is subjected may 
effect a drop of several volts in 
delivering the current to outlets, 
particularly in the older theatres. 

“‘A drop of one per cent in volt- 
age,” said Mr. Bell ‘‘causes a three 
per cent decrease in lamp efficien- 
cy with three per cent less illum- 
ination as a result. This ratio is 
constant, and if your voltage drops 
ten per cent your lighting system 
will produce thirty per cent less 
light. You will not .obtain the 
amount of light for which you are 
paying, and your impulse on not- 
ing dim spots will be to put in 
lamps of higher wattage, running 
your costs still higher,’ 

As a remedy, Mr. Bell suggested 
outlet voltage tests, which may be 
made with a socket voltmeter pro- 
curable from any light and power 
company. Voltmeters are now 
available which will record aver- 
age voltages delivered over a pe- 
riod of hours, noting all fluctua- 
tions, and denoting the proper 
voltage of lamp required for max- 
imum efficiency. 


Radio Demonstration 


Brings Full Page Ad 


W. B. Shuttee, manager of the 
Granada, Boise, Idaho, arranged 
a tie-up with two local firms hand- 
ling Majestic radios and received 
a full page ad in the Monday.eve- 
ning edition of Boise’s leading 
paper at no cost. Shuttee’s con- 
tribution was a demonstration of 
Majestic tone, using a radio on 
the stage which relayed a popular 
program to the audience. 

The Theatre and current attrac- 
tion were tied into the page ad so 
forcefully that receipts broke the 
theatre’s Monday night record. 
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TIE-UP 


- ALL THEATRES 
BENEFIT BY 
NEW PLAN 


-. Publix theatres in 300 cities; 
-. will receive a free full page news- 


paper ad each week as a result of 
a tie-up just completed by the 
Home Office advertising depart- 
ment with John D. Boyle, Inc., and 
the Associated Advertising Agen- 
cies of New York City. 


In return for mezzanine, foyer, 
lobby or grand lounge space de- 
voted to various industrial ex- 
hibits and merchandise displays, 
two full pages of advertising 
will be purchased weekly by 
merchants, one of them used 
‘exclusively for exploitation of 
the theatre’s attraction, the oth- 
er tying up with the display. 
Representatives of the Boyle 
concern, which is associated with 
300 agencies throughout the coun- 
try, will contact district managers 
and through them will approach 
theatre managers with the propo- 
sition. The tie-up was initiated by 
Lou Goldberg, supervisor of pub- 
licity for Milton Feld’s division, 
and approved by A. M. Botsford, 
director of advertising, who has 
written letters to the field explain- 
ing its advantages and operation. 
Flexible Tie-Up 

“The tie-up is flexible to the 
nth degree,’ these letters state, 
“It is entirely dependent on the 
approval of both district and the- 
atre managers in each instance. 
But it gives each theatre the op- 
portunity of procuring for each 
week's display a full page adver- 
tisement, to contain nothing but 
copy on the theatre’s attraction, 
plus another page calling attention 
to the industrial display.’’ 


The Boyle representative will 
make all arrangements for the dis- 
play with women’s apparel stores, 
men’s shops, radio stores, elec- 
trical appliance merchants, drug 
stores, gift shops, department 
stores, public utility concerns or 
banks. PUBLIX RESERVES THE 
RIGHT, HOWEVER, TO O. K. OR 
REJECT ALL DISPLAYS FROM 
THE STANDPOINT OF GOOD 
TASTE AND INTEREST TO THE 
‘PUBLIC. 


The full page ad contributed 
to the use of the theatre each 
week can be utilized as four 
quarter pages and can be dis- 
tributed between two or more 
newspapers. The theatre pre- 
pares its own copy and sells 
whatever it desires to sell in 
this space. 


Nothing but a credit card near each 
exhibit is promised to the merchant 
under this scheme. There will be no 
screen credit given and no sniping in 
regular theatre advertisements or 
house organs. 

All Expense Paid 

- The tie-up is just as advantag- 
eous to the smaller theatres as to 
deluxe operations, since no great 
space is required for the exhibits 
and no particular location in lob- 
bies, foyers, lounges or mezzanines 
has been promised. In fact, every 
latitude has been given the man- 
agers in determining the quality, 
interest and location of these dis- 
plays. 

All expense in addition to cost 
of the advertising, of course, also 
will. be met by the merchant, just 
as if the exhibit were being pre- 
pared for his own window. The 
plan, if proper co-operation is ex- 
tended to the local Boyle repre- 
sentatives, gives each theatre the 
chance to obtain 52 interesting 
‘merchandise displays, with their 
accompanying 52 pages of free ad- 
vertising, each year. 


NAME CHANGE 


The change in name from the 
Seattle Theatre to the Paramount 
was accomplished at a minimum 
of cost through the use of -excel- 
lent ads prior to and shortly after 
the name change. Teaser ads 
helped accomplish this success- 
fully. 
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MANAGERS’ 


Theatre Illumination 


The questions appearing below are designed as a self- 
quiz for all anxious to improve their standing in show- 


manship through self-education. 


Get information on 


_ those things you do not know. Don’t lose out through 
indolence—the motion picture industry is progressing too 
rapidly for stick-in-the-muds! 


QUESTIONS 
1. In ordering lamps, what four 
essentials must be specified? 
2. What three factors determine 


‘the quality of lamps? 


8. What is the average burning 
life of a lamp? 

4. To what lamps does this aver- 
age not refer? 

5. What is the average color 
permanency of the different col- 
ored lamps? 

6. Why is it not cheaper to use 
lamps whose life is longer than 


standard lamps? Be 


7. What lamps should not be 
burned base up or at an angle? 

8, What is the difference be- 
tween frosted, sprayed, dipped, 
and natural colored lamps, and in 
what colors are each available 
from the manufacturer? 

9. Are all natural and sprayed 
lamps of the same standard type 
and color identical in color? 

10. Why is money wasted in 
using projector lamps for spot 
lights? - 

ANSWERS 

1. Type and shape of bulb, wat- 
tage, voltage, color-base type. 

2. Cost, life, lumen outfit. 

8. 1,000 hours. 

4, Spot lamps and projection 
lamps which burn 200 hours and 
50 hours respectively. 

5, Natural colored most perma- 
nent. Dip and sprayed lamps— 
poor permanency. : 

6. Although the life of the lamp 
is longer, more current is used giv- 
ing less illumination and lower ef- 
ficiency. 

7. All Mogul Based Lamps, Spot- 
light lamps, and projector lamps. 

8. Frosted: Sand blast—-etched 
inside or outside—clear—no color. 
Sprayed: Color sprayed on at fac- 
tory. Dipped: Lamps dipped lo- 
cally in analine dyes. Natural col- 
or: Color inherent in glass, visible 
filament. Frosted available in 
clear, special lamps in color; spray 
—red, yellow, blue, green, amber, 
orange; dipped lamps available in 
any color. Natural colors—red, 
blue, amber, green. 

9. No. 

10. Shorter life at higher cost. 


MERCHANT TIE-UP 
FOR TRADE WEEK 


Manager Willis Grist, Jr., tied 
in’ with Merchants Spring Trade 
Week to exploit ‘(General Crack’ 
playing at the Publix-Carolina 
Theatre, Greenville, S. C. 

- Over 40 merchants observed the 
four-day event—offering unusual 
bargains through the papers daily, 
also mentioning theatre attraction, 
attendance, etc. 

The tie-up also netted the the- 
atre publicity in daily newspaper 
stories. By doing this, Grist fig- 
ures on being able to make several 
worthwhile tie-ups with many of 
these merchants at a later date. 


Buddy Rogers Makes. 
Disc for Columbia 


Charles ‘“‘Buddy’. Rogers has 
recorded “Any Time’s the Time 
to Fall in Love” and “Sweeping. 
the Clouds Away,’ from ‘Para- 
mount on Parade,” for Columbia. 
This record, #2145D, will be re- 
leased April 15th. Rogers sings 
and plays a number of instru- 
ments, introducing himself to the 
listener on one side, making the 
record an ideal ballyhoo medium. 

Columbia has prepared stream- 
ers and a special letter to dealers 
in connection with the record, 
states Morris Press of the Para- 
mount Music Department. 


| Dlaced in 3,000 homes. 


Radio Merchants 
Co-operate in 
El Paso 


Resorting to intensive exploita- 
tion methods in advertising ‘‘The 
Love Parade” at the Publix El- 
lanay Theatre, El Paso, Texas, 
Manager Carlos Freis distributed 
heralds and rotogravure tabloids 
throughout the town and secured 
window displays, Philco merchant 
ads and free broadcasting facili- 
ties. An eight truck parade, with 
a 28 piece band at the head, was 
also staged. 

Prior to the opening of the pic- 
ture, 5,000 heralds were dis- 
tributed to patrons of the theatre, 
at merchant’s stores and cook- 
ing school booths. Rotos were 
Five spe- 
cial Phileo dealer windows were 


|secured, displaying Chevalier cut- 


outs, and copy on picture, star, 
theatre and playdates. Two hours 
of exclusive ‘‘Love Parade’’ broad- 
casting was included on the Phil- 
co tie-up. In addition, three local 


Phileo dealers devoted one hour, | 


each week, on the local broadcast- 
ing station, to advertise the pic- 
ture and the Philco radio. 

On the opening day, Manager 
Fries promoted a double page 
spread in the El Paso Post, limit- 
ing the layout to Philco dealers. 
The newspaper gave the theatre 
68 inches of free space, which was 
put to advantage as a heading 
across both pages. 


BOOKS BEAUTIES _ 


When a bevy of Latin-American 
beauties passed through Panama 
en route to a beauty contest in 
Miami, Messrs. Novak and Ward- 
law of the Paramount exchange 
there arranged for personal ap- 
pearances of the group at the Ce- 
cilia Theatre, in conjunction with 
the showing of ‘‘Glorifying the 
American Girl.’ : 


Stars Telegrams Aid 
Picture Attendance 


_ J. J. Dempsey, manager of the 
Strand, Dorchester, Mass., local- 
izes interest in stars and pictures 
by having Arch Reeve send tele- 
grams from the coast, on coming 
pictures, with remarks as to se- 


quences, songs, etc. The name of 
the star of the picture is used as 
the sender of the telegram. This 
stunt was suggested in a former 
issue of Publix Opinion. 


in Exploiting 
| ‘Hit the Deck’ 


Madeline Woods, Publicity Di- 
rector of the Publix-Great States 
division points to ‘‘Hit the Deck’”’ 
as a picture offering unusual ex- 
ploitation possibilities. She sug- 
gests, however, that all decorative 
schemes utilized in connection 
with the picture should carry out 
the syncopation idea as well as 
the marine atmosphere, to avoid 
the suggestion that it is a war pic- 
ture. 

“There are a dozen natural tie- 
ups on ‘Hit the Deck,’”’ she states 
in her bulletin to managers on the 
picture. ‘‘One with the Life-Saver 
people, who are plugging a new 
orange life saver now, should be 
easy. ‘Hit the Deck’ was a smash 
musical comedy hit, and lends it- 


‘self to the $6.60 ticket stunt. 


“Operations which are in coast, 
river or lake cities can capitalize 
on the exploitation which all con- 
cerns handling motor boats and 
other water craft are emphasizing 
at this time of the year.” , 


Free Windows 


The manufacturer of “Joy 
Synth” brilliantine spent $600 
for the services of window trim- 
mers, paid printing and engrav- 
ing bills of $75, and allowed 
some large stores extra mer- 
chandise in return for window 
space, all to obtain 300 of the 
window displays shown below 
in Dallas, Houston and San An- 
tonio. It didn’t cost Harry Mc- 
Williams, who made the tie-up, 
a cent in cash or a single pass. 


GETS FULL PAGE AD EACH WEEK 


SELF QUIZ? || Avoid War Angle|WINDOW TIE-UP 


CINCHED WITH 
TRICK COPY 


- Tricky copy, tying up coming 
pictures with the merchant’s prod- 
uct, cinched 100 displays each in 
Dallas, Houston and San Antonio, 
and 100 additional ones for small- 
er towns in Texas, for Harry K. 
MeWilliams. 

No star’s endorsement was re- 
quired and there was no cost what- 
ever to the theatre in either cash 
or passes... The maker of the 
product paid for the engraving 
and printing, as well as for the 
‘complete installation of the dis- 
plays. 
strated in the adjoining column. 

MeWilliams obtained these dis- 
‘plays by contacting a growing, ag- 
gressive window display service. 
Through this contact he is ap- 
proaching national manufacturers 
as well as local accounts. 

Some direct letter copy, written 
by McWilliams and used by the 
window display service, interests 
the merchants in making their dis- 
plays timely and putting local in- 
terest into them by tying up with 
theatre attractions or personalities 
of the theatre or screen. 

Arrangements are being made 
with the associated window trim- 
mers in various Texas cities, so an 
account can be handled for the 
entire territory, or in as many 
cities as desired, through the sin- 
gle contact. 


PRIZES DONATED 
AT BRIDGE PARTY 


‘A front page story, titled ‘‘Most 
Brilliant Social Affair of the Sea- 
son” appeared in the Hope, 
Arkansas, local paper, one day 
after Matt Press, manager of the 
Saenger Theatre sponsored a 
bridge party for the feminine 
patrons. 

The affair proved so successful 
that more than 200 women from 
Hope, as well as the surrounding 
country attended. Prizes donated 
by 91 of the 103 merchants in the 
town, were promoted through the 
efforts of Press. 


THEATRE RESEATED 


The Washington Street Olympia, 
in Boston, will close on April 13 
for re-seating purposes, and will 
undergo slight alterations and 


minor repairs at the same time. 


It will re-open Saturday morning, 
April 19. 


Sound Suggestion 


At the suggestion of J. J. 


Fitzgibbons, divisional director 


of New England, J. F. Lacey, district maintenance supervisor, 
has reprinted, on an 8x10-inch cardboard, a sound checking 
article which appeared in the January 17, 1930 issue of Pub- 


lix Opinion, page two. 


Three copies are being sent to each theatre, with instruc- 


tions to hang one copy in the booth, one in the manager’s 


office and one back-stage. 


The article was titled ‘‘Instruc- 


tions for Daily Checking of Projection and Sound Routine to 
be Observed by Manager of Theatre.” : 


A typical display is illu-. 
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SHORT REVIEWS OF SHORT FEATURES 


By LOUIS NOTARIUS 


. Publix Theatres Booking Department _ 

a Jhleibiolololeleleieieieiefeieiek deleleieleinicieieieieieioieieiieleieiejeieieiinioiiiois 
WARNER 

972 A BATTERY OF SONGS with Waite Hoyt and J. Fred Coots. 
(8 min.) Waite Hoyt, known as the boy wonder of baseball, 
4 gives a creditable performance as a singer. He is teamed with 
af J. Fred Coots—a well-known composer of popular songs, and as- 
__ \gisted by May Questelle—a perfect ringer for Helen Kane. The 
act turns out to be a “natural.’’ It opens with Coots singing 
“Back in Your Own Back Yard.” Then the composer introduces 
Hoyt, who renders “I’m Only Making Believe” in a pleasing voice. 
m May Questelle does a Helen Kane with “Do Something,” making 
___use of Hoyt as Helen Kane did of Paul Ash. While Hoyt is the 
draw, especially during the baseball season, May Questelle’s im- 
____itation of Helen Kane is perfect and will undoubtedly go over big. 
a Excellent material for any bill. In towns like New York, Boston 
ie and Chicago, the act may be used as a closing number to advan- 
@ tage—especially when the baseball season opens. . 

- 965 GYM-JAMS with Lew Mayor (7 min.) The scene is a gymnasim 
in which Lew Mayor gives a fine exhibition of sleight-of-hand 
a and juggling. This young man performs with marvelous deftness 
with Indian Clubs. He will hold the attention from start to 
4 finish. His wise-cracking throughout his performance, while add- 
_. ing somewhat to the interest, is of minor importance, however. 
4 The act is an excellent novelty, more of which are needed on our 
ki programs.. ene as 
_ 3753 CONTRARY MARY with Bobby. Watson (9 min.) Another 
Technicolor Variety that will prove an outstanding flash as a clos- 
ing number. It contains a fairly good plot dealing with two sisters 
of the chorus who make a play for the producer of the show. 
a This, however, is only incidental, for it is used merely to present 
: a lavish and colorful revue. Bobby Watson, musical comedy star, 
ae is the producer, and Bobby acts as the Master of Ceremonies in 
fe the Night Club scenes. Pretty girls, good dancing and tuneful 
---_—- gongs—all aid in a presentation that may grace any bill to advan- 


tage. The songs rendered are: “My Mary Dear,” ‘“That’s How) 


a Much I Need You,” “Dream Boat.” a3 
_ $529 DANGER (8 min.) A drama taken from a page of ‘‘Only the 
zm? Brave.” The plot is practically the same. It tells the story of a 
y Lieutenant who defies his superior’s orders in order to carry on a 
. love affair with his Colonel’s daughter. Caught, and about to be 
a shot as a deserter, he escapes, with the fade out showing the troops 
in hot pursuit. It is an outdoor picture that has an element of 
a romance which should please. May be booked with a slapstick 
_ feature comedy. The cast consists of John Litel, Frank Campeau, 
5 Charlotte Merriam and Eddie Hearn. Consider it a fairly good 
__. subject with a feature like “Be Yourself.” 
960 Ruth Etting in “‘Broadway’s Like That.” (10 min.) A novel 
a) subject in four scenes giving Ruth HEtting an opportunity to croon 
a her tunes as only she can do it. In the role of a Department 
Store Song Plugger, we find her selling her songs, and at the same 
Be: time telling the story of an affair with a cheap two-timer. As the 
mood prompts, she renders the two numbers—‘‘The Right Kind 
iG of Man,” and “From the Bottom of My Heart,” in both jazz and 
ee dramatic style. Miss Etting is known on Broadway as the star 
a of Ziegfeld’s ‘““Whoopee,” and “Simple Simon.” She is ably as- 
a sisted by Humphrey Bogart, star of Belasco’s “It’s A Wise Child,” 
“ and Mary Phillips of George M. Cohan’s “Gambling.’’ <A strong 
BR dramatic subject with song, that will entertain 100%. Will go 
Be: well immediately preceding a straight all-talking comedy or farce. 
_ 3849 WHAT A LIFE (10 min.) Here we get a musical travesty on 
oy prison reform. Threatened by reformers for his severity to his 
ss prisoners, a warden turns his jail into a Night Club. Imagine 
inmates of Sing Sing refusing to leave jail because of the com- 
forts! “‘What A Life’ is certainly a fit title for this extravagant 
a piece of nonsense which will get many laughs from the comedy 
angle, and will entertain with its song and dance. The numbers 
rendered are: “Chicago Rhythm,” ‘‘Carrissima,”’ in burlesque 
PS fashion, and ‘“‘Hello Baby.’’ A good flash for the closing spot of a 
ee front show. Directed by John Adolfi, who stamps himself as a 
mi / showman of the first order. | 
3883 “SURPRISE” with Tom Dugan and Barbara Leonard (11 min.) 
i Tom Dugan certainly gets the surprise of his life when Barbara 
Leonard—his wife—acts as star pitcher in a domestic game when 
she finds him galavanting about with a snappy blonde. The days 
of the custard pie seem mild, as she twirls plates, chairs, bric-a- 
prac and gooey pies at her ‘petter half’ in a wild fit of fury. The 
funny part of the whole thing lies in the fact that she crosses the 
plate every time, hitting poor Tommy as he was never hit before. 
Low hokum and slapstick full of action which will keep the au- 
J dience on the alert from start to finish. A good comedy which 
y will offset a dramatic subject of the SARAH & SON type. 

: METRO GOLDWYN 


' WHISPERING WHOOPEE (21 min.) A Charlie Chase two reeler 

a of the low hokum variety which has many gags that will get 
laughs. Assisted by Thelma Todd and three other dames, a wild 
party is thrown in a boarding house, in which the odd and sug- 

y gestive game of Whispering Whoopee is played. All one needs is 

a several pretty girls, a foursome of staid gentlemen and a dozen 

 pottles of sparkling seltzer. After the first two drinks, the revelry 

; begins—the rest may be left to the imagination. A gay piece of 

a hokum which will amuse. 

a Program Suggestion 

. Overture 

News 

Will & Gladys Ahern (Vita. No. 952) 

Whispering Whoopee—Metro 

. Hot Dog (Talkartoon) Para. 

\ . Benson Murder Case—Para. 

q . EDUCATIONAL : 

a MATCH PLAY (22 min.) A clever novelty in which smart comedy 

e .- is built around those two famous golfers—Hagen and Diegel, with 

a Clyde and Marjorie Beebe to carry through on the comedy. A 

# golf match between Hagen and Diegel is presented which un- 

“a doubtedly will prove sure-fire entertainment to golf enthusiasts, 

S and the comedy that goes with it has definite general appeal. 

“ This subject has a big selling angle. Hagen and Diegel should be 

a exploited for all they are worth, for they are not only champion 

golfers, but good actors as well. Sure-fire! \ 

4 UNITED ARTISTS 

- GLORIOUS VAMPS (10 min.) A flash review with many novel 

comedy elements. It winds up with a fast dancing ensemble, lead 

by a good personality singer, making use of super-imposed pho- 

tography. Lavishly produced, yet lacking the elements that mean 

sure-fire entertainment. May be used as an opening number. 


a 
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GREAT TRAILER 


used at the Rivoli Theatre in New 
York to 
United Artists screen adaptation 
of Fannie Hurst’s gripping novel. 


place the National Screen trailer 
as a decided improvement. 


——————— 


flashed on the sereen, with the ac- 


SELLING “SONG OF THE WEST” 


By A. P. WAXMAN 
Advertising Director, Warner Brothers 
(Not For Publication) 


COPY TO SELL 
‘LUMMOX’ 


‘Here is the text of the trailer 


The romance and adventure; struggle and privation and the 
dauntless courage of the gold seekers of °49 are visioned in full 
Technicolor treatment of thrilling scenes. Long trains of covered — 
wagons rumble across the plains with a military escort. Love fights 
for love while good and evil passions surge through gripping en- 
counters. 

John Boles and Vivienne Segal head the cast. They were stars 
of the first stage operetta brought to the talking screen—‘‘The Desert 
Song.” Joe E. Brown, the comedy “clean up,” of “On With the 
Show” and “Sally,” has a part in which he will be a revelation and 
you can tell them so. Sam Hardy, Ed Martindel and other popular 
players are in the company of more than 400. 

“Rainbow,’? produced on Broadway with great success, forms the 
basis of “Song of the West.’’ Laurence Stallings and Osear Hammer- 
stein II wrote the book and Vincent Youmans composed the music. 
Here are three men of fame whose reputations will carry a great 
amount of influence with the show-going public if properly exploited. 

“The days of old, the days of gold, the days of 749’? have romantic 
appeal. There are scores of pioneer characters linked with the “gold . 
rush” and the years that ensued. The ‘Winning of the West” is 
outlined in the theme of this picture. Revive interest in those rugged 
days and you build exploitation for the picture. ; 

The covered wagons, the cavalry, infantry and camp followers 
incident to military life; glorious scenes out-of-doors in nature’s 
colors; dance hall denizens and frontiersmen—the scenes are alive 
with action, with exciting incidents, desperate struggles, tender love 
scenes, brutal encounters all vividly picturing hardy men and frail 
women who peopled the West in pioneer days. There is an abundance 
of material for exploitation. 


sell ‘“‘Lummox,’”’ the 


This trailer was made up to re- 


. FS COMING! 


A Picture that Dares 
to be Different 


A dramatic Masterpiece 
that will Live in Your Memory 


Like an Unforgettable Song! 


The Throbbing, Thrilling 


Saga of a Woman’s Soul! 
A Tense Dramatic Story 
With a New Angle on Love! 


A Photoplay Triumph That 
Will Dim Your Eyes 
and Gladden Your Heart— 


EEE EEEEEEEEEEReee 


_ <LUMMOX” tion i | 
A United Artists All-Dialogue Here is a talking, singing, dancing, natural color, out-door mu- 
icture sical drama of the old West. The contrasts with present day condi- 


tions furnish many interesting angles, including comparisons in every 
essential of life. Covered wagons vs. automobiles, railroads and air- 
planes. Quadrilles on horseback and dance-halls with gamblers vs. 
modern jazz and cabarets. Pioneer days contrast vividly with the 
rag-time era. ’ 

Let the press book be your guide. 
advertising publicizing and exploiting “‘Song of the West” abound in 
the showman’s helper that is now available. Get it far in advance 
of play-date. Take advantage of its assistance. 

Finally here is one of the great pictures of the day. Great in 
every way that a picture is judged as great. Deserving of fullest 
possible exploitation it will redeem every promise made in its behalf. 
“Song of the West’’ is sure fire “audience” and ‘‘box-office.” 


Aviation Display/TRAILER SELLS 
Helps Exploit | ‘BALANCED’ — 
‘Young Eagles’ SHOWS 


Pre-opening activity on “Young - Following is the text of a trailer 


Wagles” within the New York Par-|Used in Publix-Balaban & Kats 
amount Theatre included a display | Theatres in Chicago to sell the 
of aviation equipment and auto- public the idea of “balanced en~- 
graphed photos of flyers in the tertainment.” — It is a splendid 
lower lounge, procured at no cost angle of the institutional adver- 
from the Curtiss-Wright Company. | tising policy. : 
A wind tunnel, used for aviation EVERY SCREEN PROGRAM 
instruction, with an attendant, NEEDS BALANCE 
was placed in the Hall of Nations. A Drama needs a comedy 
Eddie Hitchcock, publicity di- short subject included in its 
rector, promoted an orientator, program — while a comedy 
used in testing prospective pilots, production calls for a serious 
from the government for use as a short novelty. 
display, and made up another dis- “The balance’? lends to- 
play with a $5,000 exhibit of his- wards perfect entertainment. 
toric air mail stamps and auto- The innovation of the 
graphed flyers’ photos. A private “Short Subject’? brought to 
collection, the only cost involved the cinema a vast source of 
was a small sum for insurance. new talent—Broadway’s fin- | 
Other exploitation activities in-| est _artists. | | 
cluded. a tie-up with the New You may be assured that 
York Graphic’s Junior Aviation| im this theatre you will al- 
Club, which has 13,000 juvenile| Ways find a Perfect Balance 
members in New York City.| of, Program—Perfect Enter- 
Hitchcock procured several stories| tainment and Internationally 
on the page devoted to this club,, Famous Stars. 
at a cost of eight passes awarded : The 
-NORSHORE THEATRE 


as prizes in a contest. v 
Offers a Consistent Program of 
Talking, Singing and Dra- 


MORNING SHOWS | ite iia test of those pro- 
FOR KIDS CLUB , 


duced in Hollywood. Here 
Inaugurating a “Booster Club,” 


you are assured of a _ truly 

well-balanced menu of fine 
screen entertainment. 

among the children of Texarkana, Pee 

Texas, in order to inculcate thea- 

tre-going habits at an early age, 

Manager A. S. Watlington, Jr., of 

the Publix Strand, found the num- 

ber of applicants so numerous, 

that a registration booth had to be 

constructed in a nearby pbuilding. 


Club dues are five cents a year. 
The fee covers the cost of con- 
gratulatory cards sent to the mem- 
bers on their birthday, and also 
for the. cost of membership but- 
tons which read ‘‘See the Picture 
at the Strand Theatre, Today. I 
Am a Booster!” Free Saturday 
was devoted to photos and high-|morning shows, which includes 
lights of ‘‘Son of the Gods,” which | story hours and song fests are to 
was the State’s current attraction.!be prepared for the members. 


Adapted from the World- 
Famous Novel 
by 
FANNIE HURST 
Produced for the Screen by 
The Master Genius of Direction 


HERBERT BRENON > Ways and means to profitable 


Brenon Touched Your Hearts 
with 


“PETER PAN” 


He Held You Tense With 
“SORRELL AND SON” 


He Gripped You with the 
Sweeping Power 


of 
“BEAU GESTE” 


——$S—$_—$—<———————— ——————————————— ee 


Now He Gives You 
A New Angle on Love in 
the Powerful Drama of a 
- Woman ; 
who Knew More of Love than 
all the rest—a Woman whose 
embrace was like a Living 
Flame 


ne EEE tytEES Senn annn ERS aR 


Read What the Stars Say of 
“LUMMOX” 


Then Thank. Your, Own Lucky 
Star that the Rivoli-United 


Artists Theatre has booked 
this great Drama as its Next 
Special Attraction! 


Following this, pictures of the 
following stars and directors were 


companying quotations: Norma 
Talmadge, ‘‘Different, daring and 
gripping’; Gloria Swanson, 
“Something different in talking 
pictures’; Lillian Gish, ‘‘Genuine 
and moving’; D. W. Griffith, 
‘“‘Marvelously done’; Arthur Ham- 
merstein, “Rightfully deserves the 
prefix, great’; Lupe Velez, 
“Sweeps you off your feet’; Joan 
Bennett, “Magnificent drama fas- 
cinated me.” 
Then the final frame: 


Sennen 


You Will Thrill too at 
sLUMMOX” 
The Glorious Story of a 
Woman’s Love with 
WINIFRED WESTOVER 
William Collier, Jr., 
Ben Lyon 
Edna Murphy 
Dorothy Janis 
William Blakewell 
Myrtle Stedman 
and others. 


“Mysterious Island” Is 


Reproduced in Lobby 


The “Mysterious Island’ was 
reproduced in the lobby of the 
Publix Strand, Omaha, Neb., where 
that picture was playing, when 
Manager Irving Cohen decorated 
a large tank, and filled it with 
water. The house artist made a 
mask, painted as rocks and reefs 
around the sides of the tank and 
placed toy submarines, mermaids 
and fish at the bottom. Green 
and white flasher lights played 
upon the tanks to produce a weird 
effect. 


_ GETS SMASH SPACE 


Preparing his own art layout 
and cut-lines for publication in the 
Portland, Me., Evening News, 
Charles Bassin, manager of the 
State Theatre there, figuratively 
‘stole’ the amusement page. The 
entire upper half of that section 
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MASS SALE EFFORT SWELLS 
GROSSES ON FILM CLASSIC 


The flood of exploitation that swamped communities playing the 
“Vagabond King” sets a new high water mark in intensive theatre 
merchandising. New box-office records owe as much to the excel- 
lence and enthusiasm with which the Paramount masterpiece is 
being sold as to the excellence of the picture. 


Complete details of merchan- 
dising as used by first run houses 
have been furnished Publix 
Opinion and are herewith repro- 
duced so that all good repeatable 

ideas will be taken advantage of. 


It is strongly urged by home 


office executives that in the fu- 
ture the story element of the 
“Vagabond King” be stressed in 
all advertising and exploitation. 
The story of the rowdy tavern 
poet who rose from the gutter to 
_a throne and won a princess’ love 
by his daring, and saved a nation 
by his wit. Then sell voices, 
songs, and technicolor. But the 
story’s the thing! 


Paramount Theatre 
Detroit, Mich. 


The most brilliant premiere 
ever held in the city of Detroit 
greeted the $1.50 premiere at the 
Paramount Theatre of Dennis 
King in “The Vagabond King.” 
Notables attending included a 
party of German scientists con- 
nected with the Zepplin factory, 
and the Ambassadors of Chile and 
Peru. A huge, gorgeous valance 
of royal purple velvet with 
gold letters, and a purple and gold 
carpet on the sidewalk added to 
the swanky tone of the theatre 
front. Local hotels cooperated by 
placing a neatly engraved invita- 
tion in the key box of each guest, 
and by running special ‘‘Vagabond 
King” dinners in their dining 
rooms, with an announcement of 
the premiere on every table. 


Seats were placed on sale ten days 
in advance, hotels, and clubs 
handling them, the first time they 
have ever done this in connection 
with a Detroit motion picture 
opening. : 

It had been feared that the Red 
demonstration which occupied the 
entire attention of the Detroit 
police all day would interfere with 
the opening but it did not. A 
Paramount Sound truck stationed 
in front of the playhouse gave op- 
portunity to play records from the 
picture and to make announce- 
ments of the distinguished guests 
as they arrived. Merchants along 
the street cooperated by hanging 
four-foot cloth banners outside 
their places of business. 

Art Schmidt head of the De- 
troit Publicity department, pro- 
moted a quarter page ad in the 
Free Press on the ushers used for 
the de luxe opening. 

Some of the activity was as fol- 
lows: Eddie Stintson named one 
of his new model planes the 
‘Vagabond King.’ Lina Basquette 
christened the plane at municipal 
Air Port and broke the Times and 
Free Press. Liggett’s Drug stores 
featured a Vagabond King Sundae 
at all their soda fountains and 
used window strips. Cecil Candy 
Co. featured a Vagabond King 
Assortment of Chocolates. Special 
boxes were used with a picture of 
Dennis ‘King and window strips 
were used in 500 of the better 
class drug stores in the city. 

In addition the Detroit Insti- 
tute of Music is offering two one 
year scholarships in the name of 
Dennis King and Jeanette Mac- 
Donald. This is tied up with the 
Detroit Free Press for daily news 
paper stories. The Life Saver Co. 


PRIZE WINNERS! 


Teli your friends and win a prize! 


The employees of the New 


England Division each wrote ten letters about the “Vagabond King,” 
and the six best won prizes. Explanation will be found under head- 
ing “Uptown Theatre” on next page. 


Alma R. Landry 


William Queen 


Helen Theil 


Fred Seabrooke 


Leroy Parsons 


Charles EK. Decker 


ROCHESTER SHOWS ACTIVITY 


So comprehensive a campaign was launched by 
Manager Robert Slote of the Eastman Theatre, Roches- 
ter, that the printed matier and photographs shown 
below represent but a fraction of the activity. In the 
center of the layout are stills of six window tie-ups, 
two with music stores, three with department stores, 
The various other 
numbered items are as follows. 1) Imprinted napkins 
distributed in restaurants and factory lunch rooms. 
2) Inserts placed in concert programs. 3) Announce- 
ment cards calling attention to the premiere. 4) Post- 


and one with an electrical house. 


are using 1,000 Special window 
strips plugging the picture. Eco- 
nomical Drug Co. stores are fea- 
turing the Dennis King Sundae at 
their fountains and are using spe- 
cial window strips on their win- 
dows and at their fountains. Phil- 
co Radio agents are using special 
window strips. 


Detroit News Co. are distribut- 
ing to all their dealers special 
window strips announcing ‘See 
the picture at the Paramount The- 
atre and read the book.” Book- 
Cadillac Hotel is placing special 
announcements on the tables in 
the Blue Room, Venetian Room, 
Grille Room, and Tea Shoppe. 
They are also placing announce- 
ments in the key boxes. 


Endicott-Johnson are placing 
with their dealers window strips 
plugging the picture. Truly 
Warner are building a special hat 
window and naming one of their 
new hats the Dennis King. Shapero 
Drug Co. are featuring a Special 
Vagabond King Sundae in all their 
stores. Tuller Hotel are placing 
special announcements in the 
Arabian Room and the Balloon 
Room, and the Main Dinning 
Room. Special cards are also 
placed in the key boxes. The Cord 
Front Drive Automobile named 
their new sport roadster the 
‘Vagabond King.’ This car will 
be used on the street with a ban- 
ner on each side of the car plug- 
ging the picture and the theatre. 


United Shirts Co. are building 
special windows using window 
ecards and color stills featuring the 
Dennis King Stripe Tie and Shirt. 
Grinnels Used 3,000 stuffers in 
their mailing list. Kresge is using 
the landing piece that was used 
at the theatre building up the win- 
dow with title pages and window 
ecards. Statler Hotels are dis- 
tributing special announcements 
at their news stands. Engass 
Jewelry Co. are featuring a special 
Vagabond King Window using 


color stills and the window is! 


built up with jewelry. Tuller 
Hotel is featuring a Dennis King 


(Continued on Page Seven) 


cards with a selling message on the back mailed by 
music stores. 5) Cards placed in taxi-cabs. 6) Im- 
print on restaurant menus. 7) Book marks distributed 
at public library. 8) Cards placed in hotel boxes. 
9) Announcement cards mailed. to the concert list of 
the Eastman School of Music. 10) Cards attached to 
restaurant menus announcing the gala premiere. 11) 
Announcement of special Vagabond King supper 
served by the Sagamore Hotel, the finest in town. 12) 
Heralds distributed from house to house. Pull your 
reading glass on this one! It’s worth it. 


REPEAT THIS! 


A Paramount Theatre, “Vagabond King,” Philco co-operative page 
promoted among the radio and furniture dealers of Salt Lake City. 
The predominance of picture copy, and the presence of illustrations 
in each section of the page makes this a most effective ad. The smaller 
ad (marked with the arrow) listed the local celebrities who would 
attend, the premiere, and headed the list with the name of Governor 
and Mrs. Dere. 


REPS! TOE 
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‘Tomorrow 


| PREMIERE. The VAGABOND KING” « Paramount 222 


The Perfect Picture! 


Pertect in Color—Perfect in Glorious Song! The World-Famous Song Romance with the Golden Voiced : 
Star DENNIS KING with Jeanette MacDonald, Warner Oland, O. P. Heggie and others, Service on 

All Models 
J. O. COFFIN CO. 


431 NESS BLDG. Y 


Only *119-5° 
Phone us for 
Free Demonstration 


Co-op Furniture Co. 


‘Was. 3706 38 South Main 


Just as “The 


Is The 
PERFECT RADIO 
Vagabond King” 


There la NO BLUR in the 
Free Home Demonstration, 
Uberal Trade-in Allownnce, 


EASY TERMS 


FP King,” and there la NO BLUR. 
te mar the color of Philes 


SPECIAL TERMS 
| |$10.00 Down 


“VAGABOND KING” PREMIERE 
. {TONIGHT MARKS 68th YEAR OF 
SALT LAKE THEATRE HISTORY 


AFree Demonstration your 
= Own 


Stevice! PEE: 
3 Months Free! Balanced-Unit Radios EE 


Wasatch 8880 SCOTT HARDWARE CO, 168 So, Main 


= \ BAILEY, Inc. 


, ‘istributors 348 South State Street 


™ OGDEN 
~O. UTAH 


«& INTERMOUNTAIN TERRITORY 
asemonstrate te You—If You Do Not Lecate Him Write Us 


“VAGABOND KING 


SUCCESS WITH 


~ SHOWMANSHIP 


Ec hntinued from Page Six) 


‘Salad and a Vagabond King Sand- 


wich. 

Columbia Record Co. are using 
special window strips. The Cord 
Auto and the Columbia Record 


' Co. will use a car fitted out with 


a phonograph and they will play 
the song hits from the picture in 
front of the stores selling Colum- 
bia Records. Victor Records are 
using special window strips. Song 
Shop special music window. 
Boesch Radio are using special 
cards that they made up plugging 
the picture which all of their deal- 
ers will put in a window. J. L. 
Hudson are featuring a _ special 
Vagabond King Sandwich at their 
Old Hickory Room. 


Eastman Theatre 
Rochester, N. Y. 


The campaign in Rochester em- 
braced so wide a sphere that the 
entire city will be “Vagabond 
King” conscious for a long time. 


‘Managing Director Robert Slote 


concentrated on printed messages 
and obtained a tremendous 
amount of white space. 


The exploitation was as follows: 


Five thousand cards to the 
Hastman concert list, 2,000 cards 
to music dealers for their sales 
list, 40,000 napkins for distribu- 
tion in cafes of all classes, 5,000 
special clips to menus in better 
hotels and restaurants, 20,000 
heralds distributed by boy scouts 
in zoned areas each zone receiv- 
ing different treatment, 10,000 
cards distributed by ushers in the- 
atres giving their endorsement of 
picture based along service lines, 
2,000 hotel cards to class B hotels, 
5,000 book marks for public and 
private libraries, 100 process cards 
with 8x10 stills for window dis- 
play, (Phileco radio), 50 taxi cards 
(inside), 50 tire covers on taxis 
and private cars, enlargement of 
wire from Dennis King in six West- 
ern Union windows, a personal au- 
tographed photo and letter from 
King to local critics, special win- 
dow display arranged by the 
Rochester Gas and Electric Com- 
pany, special department store 
window using props from the pro- 
duction, and arrangement of spe- 
cial parties during run of feature. 

Music plugs helped in this 
record busting campaign. Half 
hour organ concert of ‘‘Vagabond 
King’ music over radio station 
WHEC, record broadcast twice 
daily 10 days in advance, orches- 
trations to 10 local bands two 
weeks in advance, professional 
song copies left with managers of 
radio stations for the use of vocal- 
ists on sustaining programs, lobby 
entertainers plugging music three 
weeks in advance, theatre organist 
playing medley of songs one week 
in advance tying in with screen 
announcement. 

The newspapers were not for- 
gotten. In addition to ticket sell- 
ing ads, the theatre planted stories 
in three papers weekly, made the 
roto-gravure sections, and news 
columns of the amusement page. 
Mats and stories were sent to 25 
suburban papers three weeks in 
advance. In addition, 40 trucks 
of the Journal-American were 
bannered prior to and during the 
run. 

The lobby and front of the the- 
atre came in for just as careful’ 
attention. Hight attractive bril- 
liantly colored velour pennants 
hung from light brackets in the 
main lobby with selling copy on 
them. Reproductions of Satur- 
day Evening Post ads (40 x 60 
inch) highly colored were placed 
in the lobby three weeks in ad- 
vance of the opening. Set pieces 
were placed on display in all rest 
rooms and foyers from two to 
three weeks in advance. Special 
set pieces in the lobbies of neigh- 
borhood Publix theatres prior to 
the premiere. Special lobby ma- 
terial on display for two weeks. 

The campaign outlined above 
was one of the most comprehen- 
sive ever undertaken at the East- 


*’ 
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man. It resulted in a week that 
broke all records and established 
a mark for the theatre that prob- 
ably will stand for a long time. 

Divisional Director Milton H. 
Feld attributes a great deal of the 
success of the $1.00 engagement 
of “The Vagabond King” at the 
Eastman, Rochester, to the show- 
manship of Manager Robert Slote 
and his novel presentation of the 
picture. 

At the Hastman the Vagabond 
King Overture was projected on 
the magnascope screen. The cur- 
tain part of the film was tinted a 
reddish brown and during the ren- 
dition of the different numbers the 
title of each was projected on this 
curtain, making the overture even 
more effective. The organ was 
used with the overture, playing a 
bass accompaniment and giving it 
more strength. 

Opening of the feature was pro- 
jected on the small screen, using 
the Brenkert ‘‘Vagabond King’’ 
slide. 

For the intermission, Slote used 
two girl pages, in costumes similar 
to the one King wears in the pic- 
ture, and each carrying an Aida 
trumpet. The two pages closed 
the curtain at the beginning of the 
intermission, faced the audience 
during the light-up, and at the 
end of the intermission walked off 
pulling the curtain back. 


Uptown Theatre 
Boston, Mass. 


All 
campaigns included much of the 


other ‘Vagabond King’”’ 
activity described above. An un- 
usual note was struck for the 
opening at the Uptown, Boston, 
when an employees divisional pre- 
view of the photoplay was held 
with the understanding that each 
one would write a letter to ten 
friends urging that they attend 
the premiere. Prizes were offered 
for the best letters. 

An accurate check of the list of 
names of persons to whom letters 
were mailed shows that 7100 let- 
ters actually went out, and to this 
impressive direct mail campaign 
much of the success of the picture 
in Boston is attributed. 

Employees of every department, 
including the crafts, participated 
in the contest, according to Ralph 
Branton, Metropolitan Boston Di- 
vision Manager, who arranged the 
preview. The letter adjudged 
best of all was written by William 


A. Queen of the booking office to. 


the principal and nine teachers of 
a Boston high school which he 
formerly attended. Photographs 
of the prize-winners are repro- 
duced on the opposite page, 


o” 


TIE-UPS GALORE! 


Intensive exploitation efforts backed up the story 
ad copy when the “Vagabond King” was sold in De- 
troit. The layout below represents 1) Special Vaga- 
bond King dishes on a menu, 2) Window stickers dis- 
played by music stores throughout town, 3) Tie-up 
with confectioners, 4) Music store heralds, 5) Choco- 
late tie-up, 6) Newspaper story on vocal scholarships 


tie-ups, including 


for A Real Box Of Candy 


CECIL.. 
CHOCOLATES 


Wade With Wonderful 
Try Our VAGABOND KING Assortmen 


and Queen’s letter, which, may be 
used as a basis of comparison by 
managers desiring to duplicate the 
idea, is as follows: 


Dear Sir: 

Today marks the triumph of the 
photoplay over the stage. Slowly 
but surely the stage plays have 
relinquished control over the vast 
vagaries of the public. 


A challenge is offered you in the 
form of one of the most magnifi- 
cent, triumphant exhibits of the 
potent powers of the talking 
sereen. Stop for a moment and 
think of a romance, a romance of 
ages ago, when the love of a beau- 
tiful woman moulded the destiny 
of her beloved, lifting out of the 
gutter the soul of a vagabond and 
filling it with a passionate, mind- 
lifting love that led it onward to 
the final peak of victory. 

Imagine for an instant beautiful 
colors, marvelous sets, and the 
steady pulse of a true, wonderful 
love. 

To you the gauntlet is thrown, 
the barriers are down. Today her- 
alds the dawn of a new era in 
talking pictures. The challenge is 
given. Come and see this marvel 
and revel with us in the potential 
possibilities of the screen. 

To you and your colleagues I 
write; a former pupil myself, I 
want your criticism of this mas- 
terpiece. 

At eight-thirty, on March 6, at 
the Uptown Theatre, at Hunting- 
ton Avenue, a real Hollywood 
opening will be had. Celebrities, 
pictures taken, everything to make 
the premiere of this truly marvel- 
ous picture compare with the ex- 
ceptional value of it. 

The VAGABOND KING is a 


Car 


_kingly production and the price 
a matter of five dollars to see a 
production that swept over the 
eee dollar mark in the making 
of it. 

Yours very sincerely, 
WILLIAM A, QUEEN 

P. S. A limited engagement! 

In addition to the regular plugs 
and tie-ups, radio broadcasts, 
newspaper stories and ads, 
printed matter, blue blood mailing 


lists, and contracts with the prin- 


cipal hotels of Boston, a special 
effort was made to get the support 
of the heads of the Massachusetts 
State Federation of Women’s 
Clubs (40,000) and a tie-up was 
made with N. Y., N. H. and Hart- 
ford R. R. whereby use of their 
boards in New England were ob- 
tained and covered with one and 
three sheets containing copy on 
the excursion angle and the pic- 
ture. 


The arrangements for New 
England were made by special 
publicity representative Harry 


Browning with the assistance of 


the staff of the Uptown Theatre 


and the New England Division of- 
fice. 


“Cheer the beggar poet who became king” is the 
tenor of the copy used for the “Vagabond King” in 
the ads placed by the Paramount Theatre, Detroit. 


COPY THE STORY ANGLE! 


Read this copy carefully. Get the speed of it and the 
emphasis on the story angle. Story copy sells! Re- 
member this when you prepare your ads. 


"PUBLIX-KUNSKY THEATRES SALUTE 


THe VAGABOND KING" =2 
s The Supreme: Achievement of the 
All Talking, All-Color Screer! 


A New Page in Detroit's Theatrical History! 
P GALA PREMIERE—RESERVED SEATS 
NINE Pe 


Be RESERVED SEAT TICKETS NOW ON SALE at 51.50 Each ~ 


Be one of the first to marvel at the singing of Dennis King, star 
B _ of the original stage cost! Gl 


Dennis King 


(obs originated the voir oo the state) 


THE 


KING 


TALKING 
“ALL GORGEOUS COLOR! 
Js of men and millions of dol- 


‘Thousand 

1 presented ist thie supreme 

tehleverent ef the audible, calor 
screen! 

Jeanette MacDenald, Warner Oland 
©, P. Heggie, Lillian Reth, 
‘and cast of 1000, 

From the most glerious rermence of the 
stoge with Original Prine! Moledion 
gee 
A soul stirring adventure inte the |EO\i07: 
realy of romance! Live with this (Ey 
fiery poet whose songs won hearts 
—whoee sword won a erown! 


Glorios Dream of the | 
Pst Rae ome ee 


Detroit and 33 psincipal cities! 


M. NEXT THURIDAY i ! f 


of the musical stage is now the 


YA BP. 


‘The supreme achievement of the all-color 
talking screen begins its engagement in 


ousands of and millions of dollars are 
eens int this peerless entertainment! _ 


: , » 
DENNIS KinG%.. 
he Role on Stage Now Scores His Most 
Pega of te Rae x Seow res Yates) 


i 
el is \ : iy 
iSoricacatice MME D KING 
Zcrmemete: 3 | AWCVAGABONI 
= i 


ALL GORGEOUS COLOR! ALL TALKING? 

Paramount’s New Show World Triumph } 

With Jeanette MacDonald, Lillian i 
Roth, Warner Orland, O. P. Heggie 

and Cast of 1000 Sg i 

You cannot know the entrancing romance, the % "\ 

ing, heart-quickening love story, the soul-stirring iy 

pulsating, heart-qutenture of this tale of a fiery post i 
whose songs won hearts, whose 

sword won a crown, until you have A 

heard and seen iton the color'screent ff 


COMES TO LIFE BEFO! 
ie YOUR EYES 7 


Breathless Y eerie 
Glamorous Adventure! 
Unforgettable Melodies! 


( 


1 
ing Anything Ever Before! 


THe VAGABOND KIN¢ KIN 


TALK 


COLOR 
ING, ALL GORGEOUS COLOR s : 
1 to the screen! Throbbing, pulsating ravages papery 
EALATY comes We ower! Tha maul glorious romonce of the Wage 
tromendous dromoti vcaand of the naw show world 


= RESERVED SEATS: 
PREMIEM nxt THURIDAY 


£D: SEATS NOW ON 


Y 
BLN THEATRE ~ BROADLAY wt GO Crecus PARK 


RAMO he 


he fy 


SALE of $1.50 ach 


ostensibly offered by Dennis King and Jeanette Mac- 
Donald, 7) Entertainment special in front of the the- 
atre, 8) Newspaper record ads, 9) Scene at the open- 
ing, and 10) Announcement of a special brand of 
“Vagabond King” 
Schmidt’s department was responsible for a total of 30 


candies. Thomas Curiston of Art 


those described. 


Educational Aids 
Exploitation of 
Its ‘Shorts’ 


By GORDON S. WHITE 
Advertising Director, Educational Film 
Exchanges, Ine. 


Short features, with their big 
(name and entertainment values, 
have assumed a new importance 
since the advent of sound. Be- 
cause they have come to mean 
something more to the public, and 
because they often lend them- 
selves so admirably to exploita- 
tion, there is great value in pub- 
licizing them. 


Confirming its convictions on 
the individual drawing power of 
talking comedies, Educational has . 
been getting out large and com- 
prehensive press sheets on each 
of its talking short features. 


On Mack Sennett’s golf comedy, 
“Match Play,’’ which co-stars 
Walter Hagen and Leo Diegel, the 
press sheet is full of valuable pub- 
licity, advertising and exploitation 
ideas. Several weeks before the 
release date of the comedy, tie- 
ups were effected with manufac- 
turers of indoor golf games and 
golf togs, golf magazines, ete. 
Even before the comedy was given 
a New York booking, there were 
impressive window displays in 
sporting goods stores, tying: up 
“Match Play’ with golf merchan- 
dise. : 

In addition to accounts of these 
tie-ups, the press sheet is packed 
full of workable, inexpensive ideas 
to attract extra trade. Exploita- 
tion stunts, publicity stories, at- 
tractive ads that may be dropped 
into the regular ad layout, repro- 
ductions of lobby display cards, 
etc., are all included in this press 
sheet, /hich, together with a full 
suppl, of accessories, is in the ex- 
changes now. 


The results of proper exploita- 
tion of this picture will reveal to 
many that there is much more 
profit to be made from short com- 
edies in general. Similar exploi- 
tation material is available on 
each of Educational’s comedies, 
Unlimited benefit may be derived 
from the helpful suggestions and 
the worthwhile national tie-ups. 

Ingenuity in exploitation is tak- 
ing the place of expense and labor, 
and intelligent adoption of the 
press sheet suggestions, as well as 
the use of the accessories of which © 
every Educational Exchange has 
a full supply, is bound to result in 
satisfactory compensation in the 
form of additional paid admis- 
sions, Pe ee 
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KNOWLEDGE OF ENGRAVING 
ESSENTIAL FOR ADVERTISERS 


“The right picture is worth 10,000 words” is a phrase that has 
been used more often in the motion picture field than in any 


other. No wonder. 


Illiterates, foreigners, and children, have been 


able to read from pictures the stories and messages that could 
‘not have been brought to them any other way. Their money has 
helped make the industry what it is today, and their constant atten- 


dance is ample proof that the pic- 
ture language is a universal lan- 
guage. 

Pictures have been used to sell 
photoplays since the early days 
when lurid and bloodthirsty pos- 
ters: served to draw patrons into 
the nickelodeons. Many felt that 
the pictures were not used wisely 
then—many feel that they are not 
being used wisely today. One of 
the reasons for this is the lack of 
knowledge among exhibitors of 
picture-printing technique. _ Pic- 
tures are made in many ways, 
they are reproduced in many ways. 
In the following discussion, we 
will treat of those things the thea- 
tre manager should know about 
the printing of illustrations, and 
touch on the various kinds of illus- 
trations with which he will come 
in contact. 


Different Media 


‘All of us have used rubber 
nameplate stamps. The letters that 
print stand out in relief from the 
surrounding rubber. It is the 
raised surface that prints. 

If we had a picture of wood or 
metal that stood out in relief from 
the surrounding solid, we could 
print from it. But our commer- 
cial artists do not work on wood 
blocks as a rule, nor do they spend 
precious time making etchings on 
metal. They draw on paper and 
it is our problem to convert the 
rendering into a relief plate. What 
complicates the matter still more 
is the fact that artists use various 
media in which to express them- 
selves. Let us consider some of 
‘those first, 

We wish our artist to reproduce 
the head of an actress. He may 
use pen and ink and give us a like- 
ness in which all the blacks are 
of equal intensity and all the 
whites are the color of the paper. 
He may use crayon on rough paper 
and his drawing will seem to be 


THE HIT FROM THE HIVE 
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THIS IS THE FOURTH 
of a series of articles on 
theatrical advertising and 
merchandising prepared 
by Publix Opinion. Suc- 
ceeding articles will deal 
with typography, and 
publicity, news-writing, 
and promotion. 
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made up of lots of fine lines. Or 
he may use charcoal and have a 
softness and gradation of tones 
that is very pleasing. 


Kinds of Engraving 
On the other hand if he is skill- 
ful in the use of paints and colors 
he may paint the head. Oil paints 
will give one result. Wash draw- 
ings (a mixture of paints and wa- 


ter in contradistinction to body]. 
pigments) will give another. If he| 


is a photographic artist he may 
decide to use the camera. 


For all these types of pictures 
there are only two general forms 
of engraving. For some a line en- 
graving would be best, for others 
a half tone. 


What is a line cut? (Engrav- 
ings ready for printing are spoken 
of as cuts.) 

It is an engraving in which all 
the solid elements of the picture 
are reproduced on a zine plate as 
solid elements in relief. It is done 
in the following way: 

A photographic negative of the 
picture is made by the engraver 
and put on the metal. This is cov- 
ered with a chemical that resists 
acid. The plate is then put into 
an acid bath and all unprotected 


(Continued from Page Nine) 


OF HAPPINESS! 
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ENGRAVING EFFECTS 


An example of various kinds of engraving. The 


upper photographs are half-tones, the one at the left of 


59 screen, the one at the right of 100 screen. For 
newspaper reproduction, a coarse screen is best even 
though it is not as rich in detail as a fine screen repro- 
duction. An engraving with too many dots to the 
square inch will smudge on newsstock. At the lower 
left, is the same photograph treated by the “line” 


process. In line engravings, all dark tints reproduce 
black, all light tints white. There are no in-between 
grays. At the lower right is a magnified portion of a | 
half-tone proof showing the arrangement of the dots 
to form an eye. To get the effect of the reduction, 
hold the sheet at arms length, or half close your eyes 
when looking at it. All engravings were made from 
the same photograph. 
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HOW TO USE A PRESS BOOK MAT! 


The Sweet. - 


hearts: of 
your ¢ SWEETIE"! 


The Sweet 
hearts of 
| "SWEETIE"! 


i Ads in press books are meant to furnish inspiration to the 


That GAL 
LACHER wag 
wooing. 


almost any need, and they should be so treated to best fit local 


conditions. 


made from the large four column mat at the extreme left. In 
the lower left hand corner is a four-column ad, next to it are 


ful mirth! 


Other 
Features 


‘Sweetie’s’ Sister’s 
HERE! 


Sweets for the sweet! ~ 
Take your sweetie to see 


UNNY! 
Funny! 
That’s “Honey!” 
The song-ro- 
mance revel with 
the sweeties of 
“Sweetie” 
You'll love it! 


Lovely, ‘lively 
LI 


LLIAN 
O ‘ROTH! 
\ | 


The Sweet. 
hearts of 
“SWEETIE”! 


mentally alert advertiser. Mats can be cut and modified to fit 


The illustrations show six ads which have been 


COMING! 


—on the Enjoyment Special 


m The Sweetie lovers 
are back again f 


y 


two one column ads, to the right is a two column ad, and then 
two three column ads. Note how various parts of the original 
illustration appear in each of the succeeding layouts. In some 
cases it is possible to combine the illustrations from one mat 
with the lettering from another. When changing column sizes, 
this is sometimes necessary. These layouts were prepared by 
A. Adams of the Paramount Advertising Department. 


COMING! 
—on the Enjoyment Special 


qe sweetest entertainment you've ever seen! 
Sparkling with fun and romance, Gay with 
songs and laughter. Hear the-song hits! Roar at 
the fun! See the heart-throbbing lovemaking! 
Enjoy yourself with “Honey”! 
A whole constellation 
of coms 


The Speet. 
GD hearts of 


: Swift, ‘sparkling, sweeter 
‘SWEETIE”! || sola eis ae 


than “Sweetie”! The musi- 
cal frolic with the sizzling 
song-hits. A rollicking rev- 

"el af romance and fun, “=? 
Adorable Nancy with her 
hoy-frjend of “Sweetie.” 

They sing the songs you're 
humming. They hold your 
heart. And a whole con 
tellation of comedy stars 


The Snappiest Show 
of the Season-Now 


NANCY CARRO LL 


C Garamount Picture 
Harry Green 
Liuan Ror 


SKEETS GALLAGHER 
Sranzey Smit 


Carrolling the song-hits!_ Making 
love to her boy-friend of “Sweetie”, 
In this sparkling song-romance rey- 
el. Make a date with “Honey”! 


Other 


That giggle 
Betting 


GREEN gop. Features 
¢ ; : 
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MODIFIED — 
TO SUIT 


(Continued from Page Eight) 
parts are etched or eaten away, 
leaving a reversed outline of the 
original in relief. The plate is 
next mounted on a wooden block 
that is type high (so that the 
printing surface is of the same 
height as the printing surface of 
the type) and it is ready for the 
press. <A typical line cut will be 
found at the bottom of this 
column. 

Involved Process 

In actual practice, there are 
many steps to the making of an 
engraving, but this brief descrip- 
tion is more than sufficient for our 
purposes, 
A half tone presents a problem 
that is slightly different. Examine 
a photograph carefully. You will 


notice high lights and shadows in| 


it. You will notice that some 
‘spots are completely black while 
others are gray. The lighter gray 
parts are the half tones. 

Now we know that all ink prints 
a surface with the same intensity. 
How are we going to get the half- 
tones on paper then, if we can do 
nothing to change our methods of 
printing? 4 

Let us consider a photograph 
first. Why do we have tones on an 
ordinary snapshot? 

Light sensitive silver salts are 
used as a basis for photography. 
These salts are fine grains or par- 
ticles. When many of them ap- 
pear close together, the eye, un- 
able to distinguish between them, 
sees a solid mass of color. When 
these grains are more widely sepa- 
rated the tone appears lighter. It 
is thus an optical illusion with 
many fine dots appearing like 
solids that causes us to see lighter 
and darker colors in a photograph. 

Optical Tlusion 

Now let us consider certain 
kinds of drawings and paintings in 
which we find tones. How are they 
obtained? 

Ink and paint consist of many 
fine particles of ground pigment 
mixed with a “‘binder’’ which holds 
them together. Like the photo- 
graphic salts, these grains are too 
fine to be seen with the naked eye, 
but when many of them appear 
on paper, the effect is that of a 
solid mass. When diluted with 
water, the particles spread out so 
that the paper shows through and 
gives the effect of gray. 

Obviously, if we could apply the 
same principle of optical illusion 
to engravings, we would be able 
to reproduce tones. It is just this 
which has been done, 

The halftone plate consists of 
dots which are mechanically made 


CALENDAR! 


Here is a two-fold monthly 
calendar and attraction herald 
distributed by the Majestic and 
Luna Theatres in Kankakee, Illi- 


nois. Manager H. E. Webster 
procures these each month at no 
cost to the theatres, finding that 
any local advertiser is glad to 
secure theatre circulation and 
will pay all printing costs in re- 
turn for it. 
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MAJESTIC 
PRINTING AND 

THINK OF LUNA 

BURRILL ! PUBLIX THEATRES 
Sire een Kankakee, Illinois 

C CALENDAR 
[os | - MARCH i 
Every Month 


/ SURRILL PRINTING CO. | 


Court at Schuyler j 


Greater Pictures 


Home of Paramount Pictureg 
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BIBLIOGRAPHY 


THE PROCESS AND PRAC- 
TICE OF PHOTOEN- 
GRAVING by Harry H. 
Groesbeck, Jr.; published 
by Doubleday, Page and 
Company, New York City. 
This is by far the best 

book on the subject that has 

come to the attention of 

Publix Opinion. While it 

contains far more informa- 

tion than the average adver- 

tiser needs, it contains a 

clear and detailed explana- 

tion of the phenomenon of 
printing by metal plates. 
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substitutes for the grains in the 
tones of the original. These dots 
are produced by photographing the 
original through a fine mesh or 


grating called a halftone screen. | | 


As in the line process, the photo- 
graph is transferred to the metal, 
the acid resisting cover is placed 
over it, and it is then put into its 
acid bath. -The metal surrounding 
the dots is then etched away so 
that the dots stand out from the 
plate in relief. When printed, 
these dots cause the same optical 
illusion that the grains of salt or 
the particles of pigment did. 
Look for Dots 

The explanation just given is 
not an attempt to reproduce in de- 
tail the manufacturing technique 
of the halftone. But if you will 
pick up a newspaper and examine 
some of the reproductions of pho- 
tographs you will be able to see 
the dots if you use a reading glass, 
or if you carefully scrutinize the 
picture with the naked eye. It is 
enough for our purpose just at 
present to remember the difference 
between a line cut and a halftone. 

All printing is done on paper. 
Papers vary from the coarse, crude 
news print to the smooth-coated 
surface of the Ladies Home Jour- 
nal or the Saturday Evening Post. 
How will the dots of the halftone 
reproduce on different kinds of 
paper? 

The printing we know is done 
by the dots. On smooth paper the 
very fine dots should leave an im- 
pression that is clear because all 
parts of the paper come in contact 
with the dots. Newspaper stock, 
however, does not present an even 
surface to the printing plate. Some 
of the dots will not print unless 
the paper is forced into the plate. 
And in that case, if there are too 
many dots to the square inch, some 


of the ink which is in the space 


between the dots will be printed 
and the result will be a smudgy 
reproduction. Obviously, if we had 
fewer dots, and larger ones, the 
increased space between dots 
would prevent the ink from 
smudging. Thus, we need plates 
with different number of dots for 
different kinds of paper. How do 
engravers meet this requirement? 


Size of Screens 


Screens produce dots because of 
the criss-crossing lines that form 
the mesh through which the origi- 
nal is photographed. The number 
of lines vary from 55 lines to the 
inch to 400 lines to the inch in the 
following divisions:—55, 65, 85, 
100, 110, 120, 183, 150, 175, 200, 
300, and 400. The number of 
dots produced by the crossing lines 
is the square of the number of 
lines to the inch. In other words, 
a 100 line sereen produces 10,000 
dots to the inch. No wonder they 
cannot be seen by the naked eye! 

The screens producing the least 
number dots are the best for the 
coarsest paper. Newspaper half- 
tones should be engraved through 
screens containing from 55 to 85 
lines. Publix Opinion takes an 85 
half tone screen. Coated papers 
take higher screens, popular mag- 
azines running from 110 to 133. 


.Sereens above 133 are used for 


special kinds of printing requiring 
unusually accurate reproduction. 
Why must the advertiser know 
all this? Because in ordering an 
engraving it is necessary to specify 
the screen in which it is to be 
made if itis a halftone. All publi- 
cations list their screen require- 
ments on their advertising rate 
ecards but a theatre manager mak- 
ing up special heralds, a theatre 
program, ete., will have to find 
out just what paper he is going to 
use before he has any engravings 
made. The engraver will tell him 


E. M. GLUCKSMAN 


A. veteran of the theatre game, 
Glucksman, 


EH. M. supervisor of 
suburban 
Publix Bala- 
ban & Katz 


theatres 


in Chica- 
go; brings to 
his position 


all of the su- 
perior show- 
manship ac- 
quired while 
producing re- 
vues and ope- 
rettas in Vi- 
enna, Buda- 
pest and Ber- 
lin from 1908 


Glucksman 
came to Chi- 


ceived his 
first assign- 
ment in an 
American the- 
atre. He was 
made mana- 
‘ ger of the 
Chateau. Theatre, a vaudeville 
house. Soon after he became as- 
sociated with the Lubliner & 
Trinz Circuit as exploitation 
agent. Later he acted as relief 
manager for some twenty L & T 
theatres ‘scattered throughout 
Chicago, where he was able to 
study various types of audience 
re-action. This proved very val- 
uable a few months later, when, 
after successfully managing the 
Congress, an ace house, he was 
rewarded with an executive posi- 
tion, as program plotter, when 
talking pictures sprang into 
prominence. Soon afterward 
Glucksman’s promotions became 
quite rapid. He replaced Walter 
Immerman when the latter was 
transferred to Detroit, and then 
was placed in complete command 
of nine of Chicago’s finest talking 
picture houses when Supervisor 
Emil Stern left the organization. 


LEON LEVY 


Leon Levy, manager of the 
United Artists Theatre, Los An- 
geles, Cal if. 
received his 
early theatre 
¢| training while 
#lin the employ 

of the firm, 
Rothchild 
Entertain- 


E. M. Glucksman 


with the 
Rothchild or- 
ganization in 
San Francis- 
co, for eight 


Granada the- 
atres during 
that time. 
When Publix 
took over full 
control of the 
Rothchild 
theatres on 
the Pacific 
coast, Levy 
was assigned to the Granada as 
assistant manager. Shortly af- 
terward he was promoted to 
manager, and recently trans- 
ferred to his present position. 


Leon Levy 


cago and re-} 


_ MEET THE BOYS: 


To promote acquaintance, respect and mutual understanding of the splendid individuals who comprise 
Publix, these one-minute biographies are offered. They’re not printed as vanity ticklers for the showmen 
_ here portrayed. We want the photo and biography of everyone in Publix. 


‘DON FULLER 


A graduate of Hamline Univer- 
sity, Administration of Business, 
Don Fuller, 
manager of 
the Strand, St. 
Paul, Minn., 
was able to 
apply the 
theoretical 
knowledge 
gained at 
school ta his 
first execu- 
tive position 
In the theatre, 
treasurer of 
the Riviera, 
St. Paul. 

While at- 
tending the 
university, 
Fuller be- 
came inter- 
ested in the 
theatre. He 
obtained a job 
as part-time 
usher at the 
F. & R. Astor 
in St. Paul. 
During the 
vacations he worked 
full-time. When the Astor was 
closed for remodelling, Fuller 
was transferred to the Capitol, 
to obtain special training for the 
position of chief of service at the 
Riviera, into which he stepped a 
few months later. In April, 1929, 
he was’ promoted to treasurer of 
that house. He also acted in the 
capacity of assistant manager. 
About a year ago, Fuller was 
given his first managerial as- 
Signment, at his present post. 


EDWARD HARRISON 


A graduate of the Publix Man- 
agers’ Training School, Edward 
: Harrison, 
manager of 
the Broad- 
way, Spring- 
field, is also a 


Don Fuller 


summer 


VA 


ses for more 
than five 
years, prior 
ito acquiring 
Eeimanagerial 

d;jinterests. 
Harrison 
f|received his 
e|first job in 

“Show busi- 
ness, in 1919, 
as organist of 
the National, 
Breckenridge, 
Texas. In 
1924, he was 
engaged by 
Publix as or- 
ganist for the Criterion, Okla- 
homa City, Okla. One year later, 
he quit his job as organist and 
obtained a job as manager of 
the Rialto, Lincoln, Neb. His next 
managerial assignment was at 
the Missouri Theatre in St. Jo- 
seph. After a brief retirement 
from show business, Harrison en- 
tered the school. When he com- 
pleted his course he was assigned 
to the Paramount, Springfield, 
Mass., as assistant manager, In 
December, 1929, he was promoted 
to his present post. : 


E. Harrison 


from usher to general manager. 
When he left the Opera House, 
he purchased the Selby Theatre, 
in the same town, and operated 
it for a short while, before enter- 
ing the employ of F. & R. as man- 
ager of the Park. 
later, he was placed in supervi- 
sion of the Oxford and St. Clair 
theatres, together with the Park. 
Prior to the acquisition of F. & 
R. by Publix, Stroud was super- 
visor of all St. Paul F. & R. sub- 
urban theatres, 
four theatres in Rochester, Minn. 


ceived under the tutelage of Wal- 


$05 


JAMES T. STROUD 


A veteran showman, with more 
than 25 years of experience in 
s the motion 

picture indus- 
try, of which 
13 were spent 
at the Grand 
Opera House 
inv St. Pal, 


with the Fin- 
kelstein and 
Ruben chain, 
James MT. 
Stroud is now 
manager of 
the Park and 
St. Clair the- 
atres, St. 
Paul. Inciden- 
tally, he is a’ 
graduate of a 
Managers’ 
school. 
During the 
many years 
spent at the 
Grand Opera 
House, Stroud 
acted in many 
capacities 


J. T. Stroud 


Two years 


and later, their 


JOHN M. WILLIAMS 


theatre 


Special training re- 


ter Immer- 
man in addi- 
tion to prac- 
tical experi- 
ence acquired 
in various 
Kunsky hou- 
ses, has fur- 
nished John 
M. Williams, 
manager of 
the Publix 
Kunsky Mad- 
ison Theatre, 
Detroit, Mich- 
igan, with a 
sound and 
thorough 
knowledge of 
the many 
phases of the- 
atre manage- 
ment. 

Williams’ 
first execu- 
tive position 
was as trea- 
surer of the 
Michigan 
Theatre. He was later trans- 
ferred to the Adams as assistant 
manager and then to the State, 
in the same capacity. Williams 
readily adapted himself to his 
new surroundings and _ duties. 
His conscientious and painstak- 
ing efforts did not go unrewarded 
for he was soon promoted to his 
present position. 


J. M. Williams 
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the necessary screen if he is shown 
a sample of the paper. 


In his daily routine, the theatre 
manager rarely orders engravings. 
Instead he uses ‘‘mats’’ and elec- 
tros which he obtains from the 
exchange. How are these made 
and what is their nature? 

Matrix or ‘Mat’ 

Making a cut is an expensive 
process. In large advertising cam- 
paigns, or in a business like this 
in which the same ad may appear 
in hundreds of newspapers, the 
cost of engraving would run into 
thousands of dollars for one pic- 
ture. In addition, the cuts are 
heavy and mailing costs would be 
great, For these reasons, mats 
are used. 

A matrix or mat is made of a 
paper substance which is extreme- 
ly strong and tough. The original 
engraving is pressed into this un- 
der great pressure and the result 
is a mould of the original in the 
paper composition. This is light 
and flexible and lends itself to easy 
handling. 

In the newspaper office, the mat 
is put into a casting machine and 
molten lead is poured over it. The 
lead hardens in the mould forming 
a reproduction of the original en- 
graving which is suitable for print- 
ing. The reproduction is called a 
stereotype or a “‘stereo.”’ Practi- 


cally all newspaper plants are 
equipped for casting stereos. 
Altering ‘Mats’ 

_The theatre manager must rely 
to a great extent on the mats sent 
him from the exchanges because 
he does not as a rule employ an 
artist nor would he care to go to 
the expense of making original en- 
gravings. Fortunately, however, 
mats can be altered very easily to 
suit individual requirements. The 
moulds cannot be changed but it is 
very easy to cut away part of the 
mat leaving only the portions de- 
sired. Cutting should be done at 
the newspaper where a jigsaw will 
be used giving a product of greater 
accuracy and neatness. Notice the 
illustrations on the opposite page 
showing just a few of the many 
ways in which a mat may be 
altered. : 

In preparing his layout, the the- 
atre advertiser should clip the pic- 
ture he desires from the press 
book, alter it by cutting with a 
pair of shears, and paste on the 
layout. He should then send the 
mat with the layout and instruct 
the compositor to change the mat 
according to the picture on the 
layout. 

An electrotype or ‘electro’ is a 
metal duplicate of the original 
which is used just as the original 
would be, Like a mat, it is made 
when many copies of the original 


i 


are desired but it gives a more 
faithful reproduction than a ste- 
reo. It is more expensive than a 


mat. 
About Ben Day 


The Ben Day process, named af- 
ter the printer Benjamin Day, is a 
mechanical devise for making dot 
and stipple patterns. The process 
finds constant application in all 
kinds of printing. 

Sometimes a black mass’ would 
appear too heavy in an ordinary 
line engraving. It is very simple 
for the engraver to substitute some 
Ben. Day pattern for the solid black 
so that the reproduction appears 
an even gray often much more . 
pleasing than the original. 


Ben Day designs are also used 
to fill in certain areas which to an 
artist would present a_ difficult 
problem. Examine the specimen 
Ben Day tints in the illustration 
reproduced on the opposite page. 

Examples of Ben Day charts will 
be found in the bound volume of 
Publix Opinion issue numbers 49, 
50, 51, 52 and 53 of Vol. II. 

Mortising 

Sometimes type must be set in- 
to an engraving. To do that, the 
engraving is cut or mortised leav- 
ing an open space of the appro- 
priate shape. The type slugs are 
set into this and print as part of 
the plate. 
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KOERPEL GIVES 
THREE GREAT 
HUNCHES 


Addressing his district man- 
agers recently, Division Director 
J. A. Koerpel emphasized three 
things relating to the advertising 
effort of the houses under his di- 
rection. 


“Be sure,’’ he said, ‘“‘that each 
city manager has a live mailing 
list and that he uses it from time 
to time; also that he keeps in 
touch with rural newspapers. 
Your managers should be as com- 
plete in the coverage of the sur- 
rounding territory as they are in 
the city proper. 


“Wherever I look I see ‘All 
Talking, All Singing, All Dancing!’ 
I don’t think it carries any weight. 
To begin with, it is an obvious 
contradiction. Please instruct 
your managers to use more des- 
criptive phrases, such as (‘it 
sparkles with perfect dialogue,’ 
‘it teems with beautiful music,’ 
~‘jewelled with entrancing song,’ 
‘highlighted with rhythmic danc- 
ing,’ ‘the dancing is fascinating,’ 
‘superb voices,’ ‘the diction is per- 
fect,’ ‘melodious songs,’ ‘an en- 
thralling chorus of voices,’ etc. 


“TI do not think that such 
phrases as ‘100 per cent techni- 
color’ or ‘technicolor scenes’ are 
sufficiently expressive. The term 
technicolor itself is indicative of 
something that is done technically 
and I think that it lends the 
thought that®the picture is pho- 
tographed in black and white and 
then colored by some technical 
process. Use instead phrases such 
as ‘direct natural color photog- 
_Traphy’ or ‘photographed directly 
in natural color’.”’ 

Mr. Koerpel also urged man- 
agers to give more attention to 
proper routining of shorts, and 
pointed out that the bookers could 
not be expected to do this. 

“We must get variety, har- 
mony, balance and a proper rou- 
tine in all of our shows,” he said, 
‘and the only way we can do it is 


(Whether fuil-week or eplit week policy, keep your program-plots for each week, here. Jot down titles, stars, 
ures, shorts, trailers, footage, running time, running order, distributor, stage show, 


campaign plans. 


BY PRODUCT REVENUE! 


: Some of the music booths installed in the south by 
Joseph Zimanich of the Music Sales Division. These 
are specially constructed for the purpose and afford 
patrons an additional service and theatres an added 
income. Some of the booths pictured below have been 

From left to right in the 


tied in with ‘live’ lobbies. 


top row are the 
Theatre, Atlanta; 


music counters in Keith’s Georgia 
Olympia Theatre, Miami; Florida 


Theatre, Jacksonville. In the bottom row are the Ala- 
bama, Birmingham; the Tampa, Tampa; and the Ar- 
cade, West Palm Beach. 


by the most careful attention to 
the surrounding subjects. No 
matter how bad a feature may be, 
we can improve it more than 50 
percent with a surrounding pro- 
gram which will successfully 
earry the show.” 


Publix’ lease on the Lyric Thea- 


tre, Wilson, N. C., has been can-- 


celled. 


SON OF PREMIER 


and spent several months here 
studying , American architectural 


VISITS THEATRES | methoas. 


An inspection tow: tour of*the ‘Now 
York and Brooklyn Paramount 
theatres climaxed the recent visit 
to the United States of Alastair G. 
MacDonald, son of Premier Ram- 
say MacDonald of Great Britain. 
Mr. MacDonald is an architect, 


Escorted through the theatres 
by B. B. Buchanan and Ted Bul- 
lock of the Publix construction de- 
partment, Mr. MacDonald stated 
he had seen no theatres in Eng- 
land which approached the mag- 
nificence, luxury, convenience, or 
splendor of Publix houses. | 
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KB ee surest proof of a good showman is his ability, not only to cope with unavoidable reverses, but to turn them to his advantage. The football and Election Day opposition 


ww, lobbyalent, and sales 

1. Tardy or wrong 7. 
size spot. . 

2. Over spread flood 
lighting. 

3. Glare from shiny. 
surfaces reflecting 


4. Manipulation of 
dimmers. 

5. Spot light halo. 

6. Cracked gelatines. 


10. 


Are you building 
SUNDAY matinee 
business? (See 
PUBLIX OPINION, 
Vol. IH, Nos. 10, 12) 


STAGE LIGHTING CHECK 


Ineffective choice 
of colors (gela- 
tines). 
8. Improper lighting 
on transparencies 
9. Lights behind 
light. scrims at improp- 
er time. 
Failure. to mask 
off-stage lighting 
equipment. 


ing the football season. 


Help to stop 
the waste in 
good, repeatable ideas. 
Tell *em TODAY to 
PUBLIX OPINION 
(the official “voice” 
and “idea exchange”). 


il. 
12. 


Burnedoutlamps. 
Footlights unshel- 
tered from bal- 
cony. 

Spot reflection. 
Bad contact at 
stage pockets. 
Improper spotting 
of performers. 
Effect machines at 
improper speed. 


13. 
14. 


15. 
16. 


re-write and ~ 
localize stunts and 
stories from 
PUBLIX 
OPINION? 


Build up the Plan your 


Publix Promotes Don’t forget “personality” of eeren ae 
*thin i Jin! et the manual on 
from within its Hallowee’n! your stage and eo aie ik 
own ranks! (October 31st.) screen stars, via 


1929 December 


. stories and tie-ups. _ Drive, 


ara 4th 
ae E Losneevirmnd CASH IN Geta theatre 
Today is Armistice Day ON THE or circuit 
. Nov. 27th Ree ery 
Columbus Day. Ahankesiving Day: FOOTBALL institutional 
= story in your 
Every week end dur- CRAZE! 


local papers. 


Get your 

suggestions 

in NOW for a new 

and more complete 

calendar like. this, 

to be issued next 
year. 


Make Radio 
Help You On 
Election Night! 


(See 
PUBLIX OPINION, 
Vol. III, No. 8.) 


The Red Cross 
Drive Is Approach- 
ing—can you get 

film star tie-up 
photos and stories 
in your local 
papet? 


Have you planned 
anything for 
Thanksgiving Day? 
(Nov. 27th.) 


(Copyright 1930—Publix Theatres Corporation) 


now upon us will soon reveal how many showmen of such calibre are in our midst.” —sam DEMBOW, JR,, Executive Vice Presideit, PUBLIX THEATRES CORPORATION. 


Get the local power 
company to make its 


CASH IN 


Armistice Day, 


? 
sound? ’ November Lith. 


Hallowe’en 
is Here. 


| unit. 


Don’t let your 


ON THE quarterly voltage test ne 
of all wiring to be sure turn 
FOOTBALL you're getting full effi- into “blue” 
A z . 
CRAZE! ciency : ri power on feed" 


Don’t let 
Hallowe’en good your MONDAY 
will publicity BUSINESS turn 
stunts or stories ento “blue” 
for the papers? EOS rae woe 
Sred”, 


Don’t let 
Two more weeks | Thanksgiving Day | YOUF MONDAY 
remain before comes on noire 
Hallowe’en. November 27th into “blue” or 
bred”, 


Don’t forget sc grealel 
Do you regularly preparations for oe Oe 
check up on your BUSINESS turn 


into “blue” or 
red”, 


SPEAK - 0) - PHONE 
SUPPLANTS 
TRAILERS 


Larry I. Bearg, manager of the 
Metropolitan, Boston, used a 
Speak-o-Phone record in place of 
the usual trailer on his coming 
The record was tied in with 
the next week’s feature, ‘‘Sarah 
and Son.’’ The recorded voice was 
that of a woman telling the pa- 
trons about Ruth Chatterton’s 
Picture and also about the un- 
usual stage attraction which would 
accompany it. At the close of the 
record she introduced the sound 
trailer on ‘Sarah and Son.” 

The innovation was so effective 
that Bearg asked Paul Ash to 
make one of the records, announc- 
ing his forthcoming personal ap- 
pearance. 

Publix Opinion in a previous 
issue suggested the use of Speak- 
o-Phone records wherever vocal 
announcements are to be made or 
where a silent trailer is used. If 
there is no studio in your town, 
the Brooklyn Speak-O-Phone Stu- — 
dio, 132 St. Felix Street, Brook- 
lyn, New York, will have such a 
record made for you from a type- 
written copy, and will mail it to 
you. A number of Publix thea- 
tres have taken advantage of this 
opportunity, one from as far dis- 
tant a spot as Georgia. 

The coming spring fashion 
shows, and the re-starting of air- 
cooling equipment, suggest pos- 
sible uses for these records, 


Lobby Entertainment | 
From Theatre Staffs 


As a means of discovering tal- 
ent within theatre staffs, suitable 
for live lobby entertainment, Divi- 
sion Director J, A. Koerpel sent 
letters to his district managers, 
suggesting them to enlighten their 
theatre managers of that point. 
Mr. Koerpel suggests a ‘get to- 
gether’ among the theatre em- 
ployees and, in an informal man- 
ner ask for volunteers. 


down here WHAT is unfinished for the 
oe and WHO was assigned to follow through.) 


BOTSFORD SAYS 
PAPERS BEST 
SALES AID 


“Seventy-five per cent of the 
business you draw into your thea- 
tres will result from newspaper 
advertising and publicity,’ said A. 
M. Botsford, head of the Adver- 
tising Department, to the men at- 
tending the Manager’s Training 
School, last week. ‘‘Other aids, in! 
the order of their importance, are 
sound trailers, radio, lobbies, out- 
door advertising, and exploitation. 
Remember that some exploitation 
activities result in much news- 
paper publicity, and their value is 
increased accordingly. 

“Since newspaper advertising is 
of such great importance, we must 
concentrate upon it. In Publix we 
strive to achieve the necessary ef- 
fectiveness economically with 
striking, eye-catching layouts and 
selling copy, rather than mere size. 

Use the Manuals 


“To help managers in this, Lem 
Stewart’s division of the Advertis- 
ing Department gets out manuals 
on individual pictures, with pub- 
licity stories, exploitation stunts 
and newspaper ads. Many mana- 
gers are not satisfied with these 
advertisements unless they change 
them in one way or another. If 
they improve them we have no ob- 
jection, but too often they do not 
improve them. 


“Tf a manager cannot write bet- 
ter ads than those in the manuals, 
I think he is missing a bet if he 
does not make use of the manual 
instead of attempting originality. 
Take advantage of the time the 
manuals will save, and devote it 
to other selling activities. 


“In exploitation, don’t dilute 
your energy on fripperies. Confine 
yourselves to activities which sell 
tickets.”’ 


Other members of the Adver- 
tising Department addressing the 
school were Lem Stewart, L. L. 
Edwards, and Vivian Moses. 


Send Tear Sheets 


Lem Stewart discussed ad-rec- 
ords, advertising manuals, adver- 
tising supplements and booking 
letters, in detail. He urged mana- 
gers to send in unmarked tear 
sheets of ads rather than clippings, 
so that they may be judged from 
the newspaper readers’ angle. Red- 
penciling the ads interferes with 
this and also with reproduction of 
meritorious ads. Stewart also sug- 
gested filing layouts and exploita- 
tion stunts from manuals in tick- 
ler files for future use. 


L. L. Edwards covered sound 
trains and sound trailers, and 
spoke of the inauguration of cir- 
cuit art shop supervision by Duke 
Wellington. He made it plain that 
the Advertising Department wel- 
comes letters from managers in- 
telligently criticizing sound trail- 
ers, aS an aid in its constant cam- 
paign to secure better trailers 
from producers. 

“Don’t simply tell us that a 
trailer is bad,’’ said Mr. Edwards. 
“Tell us why you think it is bad, 
and how you would improve it and 
other similar trailers.’’ 


Vivian Moses wound up the ses- 
sion by arousing enthusiasm of 
the embryo managers for the Sec- 
ond Quarter Prize Contest, in 
which they will participate upon 
receiving their assignments early 
in April. 


Chevalier Sets Record 
At Le Paramount, Paris 


. Details of the way Paris receiv- 
\d Chevalier in ‘‘The Love Pa- 
\de”’ are incorporated in a cable 

Mel Shauer from Managing 
tector Ullmann of Le Para- 
kg Paris, as follows: 


First week ‘Love Parade’ 
sed one million seventy-two 
llsand franes. Attendance sev- 
{{four thousand. Increase in 
{§ receipts 25%, in attendance 
ty over ‘Innocents.’ Five-and- 
if full houses daily.” 

his new record,” states Mr. 
jer, “is equivalent to about 


*~\00 in an 1800-seat house.” 
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depend upon theirs. 


PUBLIX PERSONALITIES 


These Publix personalities depend upon your effort, just as you 
To know and understand each other’s person- 
alities and problems will lighten. the burdens of everyone, and make 
our tasks enjoyable. For this reason, PUBLIX OPINION is devoting 
an important part of its space to these brief biographical sketches. 


J. H. ELDER 


Supervisor of Maintenance Department 


What does the public want? 
This question is constantly arising 
in show business and the success- 
ful showmen are those who know 
instinctively what is wanted—and 
supply the need. 

And what do showmen want? 
In an office on the seventeenth 
floor of the Paramount building 
sits a little man with a ready grin, 
who can answer this question in 
a jiffy. He gets more mail than 
Santa Claus and all of it is filled 
with the wants of showmen. 

He is James Harvey Elder—just 
‘Jake’ to his intimates, director 
of the maintenance department. 
He gives the thumbs up or thumbs 
down to requests from scores of 
theatre managers daily. Requests 
including everything from lamps 
for an electric sign to a complete 
new stage set, everything from 
fresh mops for the cleaners to a 
bigger dynamo for the refrigera- 
tion plant. 

The entire circuit is divided in- 
to nine groups under Mr. Elder’s 
supervision, designated as the New 
York, Boston, Chicago, Minneapo- 
lis, New Orleans, Denver, San 
Francisco, Dallas and Atlanta dis- 
tricts. In each, a complete main- 
tenance force is set up, with a 
single man at the head, directly 
accountable to his superior at the 
Home Office. 

Nine Storehouses 

Storehouses, stocked with every- 
thing in both expendable and ac- 
countable merchandise and equip- 
ment which theatre operation re- 
quires, are maintained in each of 
the above named cities. In addi- 
tion, there are sub-storehouses at 
Phoenix and Salt Lake City, to 
serve small groups of theatres in 
those vicinities. 

Consumption of most of the sup- 
plies, such as cleaning materials, 
carbons, forms and blanks, and 
other standard materials, can be 


fairly accurately gauged in ad- 
vance. Purchase.and distribution 
of such stuff are handled on re- 
quisitions from theatres and 
checked by store house personnel. 

It is individual requirements 
which require special attention. 
For example, the manager of one 
theatre may be inspired with the 
necessity of installing a permanent 
vacuum cleaning system. He 
speaks to his district manager and 
the request is sent forward 
through regular channels. A 
man from the maintenance staff 
for that district makes a survey 
of the situation and prepares an 
estimate of the cost. Eventually, 
through the division director, the 
request and cost estimate finds its 
way to Mr. Elder’s desk. 


Analyzes Reports 


He analyzes the various reports 
and recommendations and if he 
determines that the expenditure is 
justifiable, he so advises the gen- 
eral director of theatre manage- 
ment, David J. Chatkin, who au- 
thorizes the proposed purchase. 

On the other hand, Mr. Elder 
may know from experiences in 
other theatres that such vacuum 
installations are unsatisfactory, 
that use of portable electric clean- 
ers is not only more economical, 
but more efficient. In that case, 
he vetoes the request, usually ex- 
plaining his action to the division 
director. 


In the matter of salvage alone, 
the maintenance department reg- 
isters a saving of many thousands 
of dollars annually. All equipment 
of any. value, when taken from a 
theatre, is consigned to the salv- 
age stock in a warehouse. It be- 
comes available for use in another 
theatre, or may be traded in on 
the later purchase of new equip- 
ment of similar type. 

For example, necessity for a 


PHILCO TIE-UP 
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AVAILABLE 


FOR CONSTANT REPETITION 


Stay hot on that Philco tie-up! 


On every attraction! ! 


Probably the most perfect, and effective “tie-up” ever made in 
the history of show business is the Philco Radio tieup which Para- 
mount Pictures has arranged, and in which any Publix theatre 


may participate for the asking. 


The tie up actually carries the kind of ticket-selling appeal and 


copy that reflects in the box-office. 


TWO PREVIEWS 
ASSURE BIG 
OPENING 


Realizing that “Sarah and Son” 
is a marvelous critie’s picture, 
and believing that a good opening 
would do much to insure its suc- 
cess at the New York Paramount, 
Eddie Hitchcock arranged a noon 
preview for critics two days prior 
to the opening. It was also shown 
at the regular midnight show the 
day before opening, instead of the 
current picture. 

As a result of the critic’s pre- 
view, reviews of the picture ap- 
peared in all except two of the 
New York papers on Thursday, 


and the remaining two were 
printed Friday morning, when 
the picture opened. Reviewers 


were unanimous in their praise of 
the feature, and clippings of all 
the reviewers were blown up and 
placed in lobby frames Saturday. 
The midnight preview for the 
public, mentioned in Thursday ads 
and on the hanging sign under the 
Paramount marquee, resulted in 
much more business than the cur- 
rent attraction would have done. 
Opening business was terrific. 
————— 
larger and more powerful genera- 
tor arises in a certain theatre. A 
generator of the required type 


may be on hand in the salvage 


stock and is turned over to the 
theatre for a reasonable estimate 
of its value. The smaller machine, 
which it replaces, is held for fu- 
ture use in a smaller house. 


Son of the South 


Mr. Elder was born in Monti- 
cello, Georgia, and talks like it. 
He received his early education in 
schools there and in Atlanta. At 
the Stephens Stevens Institute in 
Abbeyville he later took a busi- 
ness course in bookkeeping, bank- 
ing and commercial law. Then 
he returned to his father’s farm, 
supervising the work of the cot- 
ton pickers. 


His first job outside was with 
the Bell Telephone company, as 


‘pay boss and material clerk. After 


three years in the field as clerk 
for a construction gang he re- 
turned to a position in the con- 
struction accounting department 
at the Division office in Atlanta. 

In 1917 he was one of a bat- 
talion of 218 trained men selected 
from among the telephone em- 
ployes in Atlanta for the army. 
Established as a signal corps unit 
because of their field experience, 
these men were sent overseas and 
Mr. Hider found himself in charge 
of a section of 22 men. 


After the war he returned to 
Atlanta and worked for Swift & 
Co., for two years. Then he af- 
filiated with the Southern Enter- 
prises, attended the sales school 
and was assigned to the Dallas ex- 
change as a salesman. 


When the Dallas exchange was 
destroyed by fire; Mr. Elder re- 
verted to earlier training and took 
charge of ordering and installing 
new equipment. He remained in 
the accessories, shipping and in- 
spection ‘department until his 
transfer to the booking depart- 
ment in 1924. 

In April, 1926, Mr. Hilder 
switched to the maintenance de- 
partment and took charge of the 
warehouse in Dallas. Later he be- 
came general field manager under 
Martin J. Mullin, whom he suc- 
ceeded in August, 1929, as direc- 
tor of maintenance. 


Every radio dealer who sells 
Philco sets, and every Paramount 
Exchange is thoroughly familiar 
with the details, and enthusiasti- 
cally anxious to keep it going. 
Publix Theatres, of course, are 
first to get the benefit. However, 
some theatres used the tie-up when 
it first became known—and then 
forgot it. Use it often. It gets 
you free window space, free news- 
paper ads, free ad-accessories. 
What more do you want? What 
more could there be? 

Publix Opinion has seen issues 
of newspapers that contained two 
or three Philco tie-up display ads 
on nearly every page in the issue. 
Each ad carried the name of the 
theatre, the play date, and a dis- 
play of the feature picture. The 
newspapers almost look like spe- 
cial editions for the benefit of the 
theatre. The box-office effect was 
tremendous. The cost to the thea- 
tre was nothing—not even any ef- 
fort beyond the initial local pro- 
motion. The newspaper ad-solici- 
tors are glad to do the work. The 
Paramount ad-accessory manager 
at your local Paramount exchange 
will answer any questions for you, 


Monday Revivals 
~— Successful in 
Brooklyn 


Revivals of former hits as a 
stimulant to Monday night busi- 
ness at the Brooklyn Paramount 
have passed the experimental 
stage and are now regarded as a 
most important asset in building 
patronage on this difficult night. 

One evidence of their drawing 
power is the fact that there is no 
perceptible break as the last reg- 
ular feature closes and the trailer 
inviting patrons to remain for the 
revival comes on, indicating a def- 
inite expectancy on the part of 
the audience. 

It is not unusual for 2,500 per- 
sons to remain for the midnight 
showing, and patronage for the 
last deluxe show shows such an 
immediate increase over attend- 
ance for the previous show that 
it becomes apparent that the re- 
vival is pulling them in. 

Pictures which will be revived 
are ‘given one or two posters in 
the lobby, a one-frame trailer, and 
mention in the Monday ads. In- 
cluded among those which have 
met with the greatest success are 
“The Wolf of Wall Street,” ‘‘Old 
Ironsides,’’ Gloria Swanson in 
“Humming Bird,’? Rudolph Valen- 
tino in ‘‘The Sheik” and ‘‘Cobra,”’ 
and Nancy Carroll in ‘‘The Shop- 
worn Angel.?’ 

Bookings for future revivals in- 
clude “‘The Birth of a Nation’’ and 
several Valentino and Chaplin pic- 
tures. Chaplin’s ‘‘Shoulder Arms’”’ 
was also used at the Rialto re- 
cently on early morning and mid- 
night showings of ‘“The Street of 


\Chance.’’ 


“Vagabond King’ Opened 
By Jacksonville Mayor 


An announcement over the ra- 
dio—from the lobby of the Florida 
Theatre, by Mayor Alsop of Jack- 
sonville, officially opened festivi- 
ties for the presentation of ‘‘The 
Vagabond King.’ On opening 
date all street cars were appropri- 
ately bannered. A large canvas 
banner on west approach of thea- 
tre, four stories high with a 24 
sheet cut-out at top was illumi- 
nated by flood lights and created 
considerable word-of-mouth com- 
ment... Jonas Perlberg, manager 
of the theatre, arranged the cam- 
paign. 
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The Official Voice of Publix 


YOU HAVE THE 
MERCHANDISE 
SELL IT! 


Publix Theatres Corporation, Paramount Building, New York, Week of March 28th, 1930 


| “In order to continue a healthful growth, it is essential that t 
|| trated upon successfully attaining the goal set 
| generated during the final stages of the past quar 


‘Leave no stone unturned to help Publix maintain: 
the high standing it holds in the world of theatres.” 


Duhlix S Opinion | 
Published by and for the Press Representatives and Managers of 
PUBLIX THEATRES CORPORATION 
SAM KATZ, President 


A. M. Borsrorp, Dr. Advertising Benj. H. Serxowicu, Editor 
Centents Strictly Confidential 


ON GOOD TASTE > 


Good taste may be an asset socially ; in business, it is a de- 
cided essential. 

Recently, a theatre manager tried to gain favorable com- 
ment and good will for his theatre by tying in with an impor- 
tant and absorbing campaign conducted by the city authorities. 


His motivating idea was excellent but, unfortunately, the same 


could not be said for the campaign itself. It was for the ex- 
termination of rats. In co-operation with the mayor, who was 
chairman of the campaign committee, this manager obtained 
and ran a film furthering the drive, and offered passes as prizes 


_ - to the boys who turned over to the theatre, the largest number 
of rat tails. 


Out of thousands of available good-will ideas, this 
one probably is the least desirable—no matter how infested 
with rats the town might be. ; 


A theatre is essentially a place of entertainment. In the case 
of Publix, many millions of dollars have been spent in rearing 
beautiful and luxuriant temples of enjoyment. Particular stress 
has been laid in scrupulously avoiding from every phase of 
these theatres-_from the appearance of the outer lobby up to 
and including the individual units of the program—the slight- 
est suggestion of the commonplace, the ugly and the sordid 


but to create rather, in every detail, an atmosphere of dreamy 
enchantment, sheer beauty and colorful romance. 


Additional 
millions have been expended in selling this idea to the public. 

To flash a rat-exterminating trailer from the screen of such 
a theatre, with specific reference to such unpleasant things as 
rat-tails (and remember, the majority of a motion picture audi- 
ence is composed of women), or to have a theatre associated 
in news stories, pictures and word of mouth advertising, with 


anything so repellent’ as dead rats, is certainly not using the 


best of taste and judgment, even if the stunt does result in some 


good will publicity. 


A Publix theatre represents a certain ideal in a community. 
In making any tie-up, great care should be exercised that the 
temporary benefits of the tie-up be not overshadowed by the 
lasting evil of weakening, even by so much as one brick, the 
permanent foundation of your institution. 


‘perlative sense. 


in the coming Second 


SUPERLATIVES 
WEAKEN COPY 
IS WARNING 


* “Superlatives in copy often ex- 
ert a negative influence.” 

This was the substance of 2a 
statement issued by A. M. Bots- 
ford, General Director of Advertis- 
ing and Publicity, in commenting 
on the practice of many advertis- 
ers to praise all attractions to the 
skies. 

“All possible adjectives,’ he de- 
clared, ‘‘have been used not only 
in a comparative sense but in a su- 
Everything is the 
greatest, the finest, the most stu- 
pendous in our ads. In. other 
words, we are over-selling the 
copy and promising so much that 
the public can never be satisfied 
with the picture when they are led 
to expect such superlative stuff.” 

Copy that is as explicit as judg- 
ment advises is recommended. For 
instance, ‘‘a love story of great 
beauty told in words and music” 

ay attractively describe many a 
Lace: And the endorsement of 
stars or critics may do more than 
any super-superlatives ever coin- 
ed. 


ECONOMY AID FOR 
SHORT SUBJECTS 


A circular letter on the subject 
of salvaging paper cut-outs, etc., 
and utilizing them to exploit short 
subjects, has been forwarded by 
Madeline Woods, advertising and 
publicity director of Great States 
theatres to the managers under 
her supervision. 

Whenever feature pictures are 
shown, headed by popular short 
subject artists, it was advised that 
posters, cut-outs, etc., be preserved 
and used in producing canopy dis- 
plays, etc., to sell the particular 
short subjects that starred the 
artists. 
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ter should serve as an impetus to the star 
—SAM DEMBOW, JR., Executive Vice Presiden 


FILE THIS! IT WILL HELP PLAN PROGRAMS 


Watch Publix Opinion for this service in every issue! Watch the 


trade papers for it, tool 


LENGTH OF FEATURES 


Record 


No. 


(AT)—AII talking. 
ee Y 


Make 


MGM 
Fox 


Subject 
Free and Easy—10 reels (AT).. 
Golden Calf—8 reels (AT) 
Light of Western Stars—8 reels 
(AT) 
Clancy in Wall Street—8 reels 
(AT 


Paramount 


) ‘Capitol 

Show Girl in Hollywood—9 reels 
(AT) 

Young Hagles+8 reels (AT).... 
Notorius Affair—8 reels (AT).. 
Feminine Touch—7 reels (AT).. 
Up the Congo—6 reels (AT).... 
Montana Moon—10 reels (AT).. 


1st National 
Paramount 
ist National 
World Wide 
World Wide 
MGM 


ENGTH OF TALKING SHORTS 
PARAMOUNT 


Toys 

Belle of the Night 

Light of the Western Stars (Trailer) 
News No. 67 


Song of West (Trailer) 
Loose Ankles (Trailer) 

Isle of Escape (Trailer) 
Strictly Modern (Trailer) - 
Holiday in Storyland (Color) 
Idle Chatter 

Love Boat 
Money-Money-Money - 
Sylvia Clark—“Seeing Sarah Off” 
Battery of Songs 

Danger 

Contrary Mary (Color) 


UNIVERSAL 
Trailing Trouble (Trailer).......--. SPSS Oy ae eae 
: MGM 


Montana Moon (Trailer) 
PAT 


»Review No. 1 


Ride "Em Cowboy 

is Birthday Suit 
Interesting Tails (Sportlight) 
Dogging It (Sportlight) 

; EDUCATIONAL 
Pretzels 
Spanish Onion 
Honeymoon Zeppelin 
FITZPATRICK 
People Born in March 


His Night Out 
INDEPENDENT 


‘Under Spreading Chestnut Tree 


PRO PATRIA 


Down Under 
The Merlin 
Bathtime at the Zoo 


Face on the Bar-Room Floor 
Fashion News (Colored) 
Length of Synchronous Shorts 
FITZPATRICK 


Mary’s Little Lamb 
SCREEN CLASSICS, 


Tee Time (Felix Cartoon) 
Length of Non-Synchronous Shorts 
PARAMOUNT 
News No. 67 


Foot- Runn’g 


age 


8300 
6280 


6325 
6800 


6975 
6200 
6030 
5950 
5300 
8000 


Time 
92 min. 
70 min. 


70 min. 
76 min. 


78 min. 
69 min. 
67 min. 
66 min. 
59 min. 
89 min. 


he energies of everyone in Publix be concen- | 
Quarter Profit Campaign. —The momentum 
t of the second quarter. 
t, Publix Theatres Corp. 


AN AWARD OF MERIT 


The necessity of an amicable relationship between the theatre, 
and newspaper, or other public media, has been a point stressed, 
perhaps more than any other, in the pages of this publication. It 
is a goal aimed at by every astute showman. Seldom, however, 
has this ideal state been so successfully attained as in Chicago, 
recently, when the critics of all Chicago newspapers tendered a 


Page Col. 


MERCHANDISING . 3 4 
Second Quarter Campaign Star Photos Aid Sales.. 3 4 
Mr. Dembow Reviews Weekly Radio Program. 3 2 
First Quarter Buddy Rogers Makes 
Publix Ready for. Drive. Dise : 4 2 
Special Pictures Music Boots in South.. 10 2-4 
“Vagabond King PROJECTION ROOM ADVICE 
Paramount on Parade... Control of Sound Volume 
Light of Western Stars. by Dr. N. M. LaPorte 2 1-2 
Mammy Good Sound Suggestion. 4 4-5 


Hit the Deck GENERAL INFORMATION 


‘Week Beginning March 28th 
New York Paramount 
1. Prelude 
2. Paramount News and Sound 
Trailer on ‘The Benson 
Murder Case’’ 
. Organ Concert—Crawfords. 
. Publix Unit — Ash, Helen 
Lewis 
. ‘Honey’—Paramount ...... 
. Trailers 
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140 minutes 
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dinner, and presented a sterling silver cigarette case containing all 
their signatures to a Publix-Balaban and Katz press agent! 
Now, as everyone knows, when a press agent fetes newspaper 
critics, it is not news. But when newspaper critics fete a press 
agent, then it IS news of the most startling type. This unusual 


testimonial can justly be considered as the highest award of merit 


for a press agent, a sort of a Congressional Medal of the publicity 
fraternity. For, as the medal represents supreme courage—the 
primal prerequisite of a soldier—so the testimonial dinner and gift 
represent the attainment of supreme newspaper good will, the 
primary objective of a press agent. : : 
The press agent in question is William Pine—only, he’s not a 
press agent. He is an executive member of the Department of 


Advertising and Publicity of Publix Balaban and Katz Theatres. 


For it is just such achievements as his which have thrown the term 


_ “press agent” into disuse and created the more accurate cognomen 


of “merchant of entertainment.” The congratulations of the entire 
circuit are extended to Mr. Pine for having tipped the peak of 
Publix showmanship. 
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Brooklyn Paramount 


. Prelude 
. Paramount News and Sound 


Trailers on 
Parade’”’ 


. Organ Concert—West 
. Publix Unit — Vallee, 


Art 
Kahn 


. ‘Honey’’—Paramount 
. Trailers 


135 minutes 


Rialto 
“Hell Harbor’—First Week 


Rivoli 


. Paramount News 
. “Dresden Dolls’—Paramount (10) 
. “Belle of the Night’’—Para- 


mount 


. “Lummox”’—United Artists 


Second Week 


. “Autumn”? — Columbia Car- 
toon 5 
. Trailers 


127 minutes 
Criterion 
“The Vagabond King’’— 
Seventh Week. 
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AULA AL A 


liz 


Song of the West 
by A. P. Waxman.... 
Reviews of ‘‘Shorts” 
by Louis Notarius.... 
Lummox 
Young Eagles 
Sarah and Son 


Special Stunts 
City’s Birthday 
brated 
Sock Silence Trailer... 
Lane Cedar Chest Tie-Up 
Boyle Advertising Tie- . 


Cele- 


Trick Copy Gets Win- 
dows 

Calendar less mais 

Koerpel Gives 8 Hunches 

Speak-o-Phone as Trailer 

Phileco Tie-Up Still Hot 

Brooklyn’s Monday Re- 

_ vivals 

Trailer Sells “‘Balanced’’ 


| Pressure 
_ Songs 


No Prices Cut in Publix 1 


- Gonvention Enthusiasm 


Satprates Publix 

Tips on Electrical Econ- 
omy 

Managers’ Self Quiz.... 4 

“Shorts”? Exploitation 
Aided 

Essentials of Engraving. 8-9 

Meet the Boys 9 

October Forecast Calen- 
dar 


J. H. Elder’s Biography. . 


Editorials 
New York 
Plots 
Length of Features. 
Superlatives Weaken 
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GENERAL NEWS 
Publix Leads N. V. A. 
Relief Drive ......... 
Club Thanks Theatre in 
Verse 
Nebraska, Iowa Assign- 
ments 
Botsford Talks to Stu- 


dents 11 
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